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ABSTRACT 
This study was designed to explore older female consumers' social activities, apparel 
shopping orientations, apparel shopping activities, and life satisfaction. The objectives of 
this study were to determine whether or not differences existed between older female 
consumers aged 55-64 and those aged over 65 and between urban and rural consumers in 
activities, apparel shopping orientations, and apparel shopping activities. In addition, this 
study suggested a nomological model based on the literature to guide the examination of 
relationships among older female consumers' characteristics, activities, apparel shopping 
orientations, apparel shopping activities, and life satisfaction. 
The population of interest was older female consumers over age 55. A self-
administered questionnaire was mailed to 1,000 older females living in two urban and two 
rural communities in Iowa. A total of 412 questionnaires were returned, and of these 386 
were used in the study. The sample consisted of 190 older female consumers aged 55-64 and 
196 aged 65 and older. 
Factor analyses were conducted to discover dimensionalities of activity, apparel 
shopping orientation, apparel shopping activity, and life satisfaction scales. 7-tests were 
employed to determine differences between middle-aged and older female consumers and 
between urban and rural consumers in activities, apparel shopping orientations, and apparel 
shopping activities. Results indicated that only apparel shopping activity variables, such as 
media and merchandising information-seeking for apparel shopping, apparel shopping 
locations, and apparel expenditures, were significantly different for middle-aged and older 
consumers. When comparing urban and rural older female consumers, only informal social 
activities were significantly different. Rural older female consumers were more engaged in 
informal social activities than urban older female consumers. 
A series of stepwise regression analyses were performed to test relationships among 
older female consumers' characteristics, activities, apparel shopping orientations, and apparel 
shopping activities. Results suggested that older female consumers' characteristics affected 
their levels of activity participation, apparel shopping orientations, and apparel shopping 
activities, and their levels of activity participation affected apparel shopping orientations and 
X 
apparel shopping activities. Older female consumers' apparel shopping orientations 
explained 35% of the variance in apparel shopping activities. 
Hierarchical regression analysis was employed to determine the effect of older female 
consumers' characteristics, activities, apparel shopping orientations, and apparel shopping 
activities on life satisfaction. All consumer characteristic variables significantly contributed 
to life satisfaction, whereas only leisure and informal social activities and fashion 
involvement contributed to life satisfaction. The results did not suggest a significant effect of 
apparel shopping activities on life satisfaction of older women. 
This study offered implications for consumer behavior, marketing, and gerontology 
literature as well as apparel industries and shopping center developers. Several suggestions 
for future research were discussed. 
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CHAPTER 1: INTRODUCTION 
Older Population and Consumption Power 
Demographics of the United States suggest that there are more than 55 million people 
aged 55 and older and at least 33 million people aged 65 and older (Moschis, 1996). 
Moreover, 75 million baby boomers born between 1946 and 1964 will experience their 65th 
birthday by the year 2011 and will significantly contribute to the increasing size of the aging 
population. Population projections also indicate that by 2030 there will be 108 million 
people in the United States over the age of 55, which is about one-third of the projected total 
population, and 68 million will be aged 65 and older. Of the older population, older women 
constitute a larger share of the population with increasing age because women live longer 
than men on average (Cavanangh, 1997; Moschis, 1996). 
Despite a significant number of older consumers, marketers often ignore older 
consumers due to a misconception that older consumers have low incomes and spend less 
money. However, it has been noted that older consumers control over 50% of discretionary 
income and spend over $60 billion annually in the United States alone, almost twice that of 
younger consumers (Cole & Castellano, 1996). Although it is known that the older 
population often has lower and less secure economic positions compared to the younger 
population, the older consumer market has a much higher accumulation of assets due to 
fewer dependents and, as a result, much higher purchasing power than the younger consumer 
market (Johnson-Hillery & Kang, 1997). 
Activity Theory 
This increase of older consumer numbers and their discretionary income has 
contributed to the increased interest in studying factors that influence older consumer 
behavior. Activity theory has frequently been applied when studying the behavior of older 
individuals. Activity theory suggests that a satisfied older person is physically, mentally, and 
socially active and has frequent interactions with society (Havighurst & Albrecht, 1953; 
Lemon, Bengtson, & Peterson, 1972; Longino & Kart, 1982; Reitzes, Mutran, & Verrill, 
1995; Tobin & Neugarten, 1961); thus, social involvement is considered a key factor in life 
satisfaction (Atchley, 1993; Barrow, 1989). Recent research has also found that older people 
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who are involved in more activities live longer than those who are involved in fewer 
activities (Glass, Leon, Marottoli, & Berkman, 1999). Considerable studies have focused on 
effects of activities on life satisfaction or psychological well-being (Adelmann, 1994; 
Graney, 1975; Kelly, Steinkamp, & Kelly, 1987; Palmore, 1968; Peppers, 1976; Thorson, 
1977). These studies have found a positive relationship between activity participation and 
life satisfaction. 
Older Consumers' Apparel Shopping Behavior 
Although several studies have included older consumers' apparel shopping activities 
in terms of clothing expenditures (Fareed & Riggs, 1982; Lee, Hanna, Mok, & Wang, 1997; 
Neal, Scwenk, & Courtless, 1990) and patronage behavior (Lumpkin, 1985; Mason & Smith, 
1974), a few studies have addressed older consumers' apparel behavior in terms of social 
activities. According to Ebeling and Rosencranz (1961) and Albet, Kaiser, and Binford 
(1977), clothing could perform an important function in providing individuals with the 
incentive to remain socially active. Empirical studies have found that wearing fashionable 
clothing is associated with a positive impression and sociability when interacting with others 
(Johnson, Nagasawa, & Peters, 1977; Workman & Johnson, 1993). 
Few studies have investigated the relationship between activity participation and 
apparel shopping orientations regarding fashion involvement, fashion interest, and apparel 
shopping enjoyment among older consumers. Although it is often noted that age is 
negatively associated with fashion and shopping, Martin (1976) found no differences 
between younger and older consumers' shopping enjoyment and fashion interest. In a study 
of shopping orientations of elderly consumers, Lumpkin (1985) found that elderly consumers 
who were socially active enjoyed shopping, tended to be fashion innovators, and had strong 
clothing interest 
Several researchers have argued that older consumers use shopping as social, leisure, 
and physical activities (Duncan, Travis, & McAuley, 1995; Kowinski, 1985; Lumpkin & 
Greenberg, 1982; Mason & Smith, 1974). Mason and Smith (1974) found that older 
consumers traveled with friends or relatives when shopping and Lumpkin and Greenberg 
(1982) suggested that elderly consumers enjoyed interacting with store personnel. In a study 
of elderly shopping orientations, Lumpkin, Greenberg, and Goldstucker (1985) suggested 
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that older consumers were recreational shoppers who were interested in shopping and treated 
shopping as social activities. According to Bellenger and Korgaonkar (1980), recreational 
shoppers spend more time on shopping and engage in unplanned purchases. Another study 
by Kang and Ridgway (1996) also found that elderly consumers used market interaction as a 
form of social interaction and suggested that shopping had a significant implication for 
elderly consumers' mental and physical welfare. According to activity theory, consumers 
who are more involved in activities have greater life satisfaction than those who are less 
involved in activities. In response to the activity theory, although older consumers frequently 
engage in shopping as social, leisure, and physical activities, little attention has been paid to 
the relationship between older female consumers' apparel shopping activities and life 
satisfaction. 
Despite previous research findings concerning older consumers' shopping 
orientations and apparel shopping activities, there remain several research issues that could 
be addressed in additional studies. First of all, there is lack of information about older 
consumers' apparel shopping behavior. Since 65 has been historically the most common age 
at which people retired in the United State, much research has been focused on older 
consumers who are over 65. There is limited understanding about late middle-aged 
consumers aged 55-64. Marketers frequently tend to treat older consumers as a 
homogenous group with similar wants, needs, and behaviors. However, research has 
suggested that older consumer behavior varies according to their demographic characteristics 
such as age, marital status, education, and economic resources (Atchley, 1997; Moschis, 
1991). Lee, Hanna, Mok, and Wang (1997) and Lazer and Shaw (1987) suggest that 
tomorrow's older consumers will be considerably different from today's older consumers. 
Since the increase of educational opportunities has provided the baby boomers with higher 
education, income, and varieties of activities, tomorrow's older consumers will not look or 
act the same as today's older consumers. This difference may lead to different lifestyles as 
well as an increase in apparel demands and appearance interests. A study conducted by 
Horridge, Khan, and Huffman (1981) found higher education and income significantly 
related to lifestyles, apparel expenditures, and fashion consciousness. Therefore, differences 
between middle-aged and older consumers' characteristics are needed to better understand 
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older consumers' participation in activities, apparel shopping orientations, and apparel 
shopping activities. 
In addition to the difference between middle-aged and older female consumers, 
differences between rural and urban consumers' activities, apparel shopping orientations, and 
apparel shopping activities were another under researched area. Although demographics of 
the United States indicate a growing proportion of older people living in rural areas (Atchley, 
1997), little attention has been paid to rural older consumers. It is expected that urban female 
consumers are different from rural consumers in terms of activity participation, apparel 
shopping orientations, and apparel shopping activities. 
Furthermore, because clothing is important to one's self-concept (Kaiser, 1997) and 
affects one's social participation (Francis, 1992), socially active older people have been 
found to be interested in clothing and appearance (Gravois, Kelly, & Hildreth, 1980). 
Few studies have addressed relationships among older consumers' characteristics, activity 
participation, apparel shopping orientations, and apparel shopping activities. 
Finally, older individuals' life satisfaction is well explained by demographics and 
activities. However, as mentioned earlier, older consumers use shopping as social, leisure, 
and physical activities. Little is known about older consumers' life satisfaction in terms of 
apparel shopping orientations and apparel shopping activities. Considering the current status 
of research and the importance of the issues, it is compelling to conduct an investigation 
about older consumers' apparel shopping regarding life satisfaction. 
Purpose 
Activity theory suggests that older individuals who are actively engaged in social, 
leisure, and physical activities have greater degrees of life satisfaction or psychological well-
being. Past studies suggested that older consumers who were socially active were interested 
in fashion and clothing and actively engaged in shopping (Lumpkin, 1985; Lumpkin et al., 
1985). In addition, although older consumers shop for enjoyment and socializing (Kang & 
Ridgway, 1996; Lumpkin et al., 1985), little is known about older consumers' apparel 
shopping orientations and apparel shopping activities regarding life satisfaction. 
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Therefore, the goal of the present study was to examine whether there was any 
difference between middle-aged and older female consumers and between urban and rural 
older female consumers in activity participation, apparel shopping orientations, and apparel 
shopping activities. This study was also conducted to explore the relationships among older 
female consumers' characteristics, activity participation, apparel shopping orientations, 
apparel shopping activities, and life satisfaction. More specific objectives were to: 
1. compare and contrast between older female consumers aged 55-64 and those aged 65 
and older in terms of activities, apparel shopping orientations, and apparel shopping 
activities; 
2. compare and contrast between urban and rural older female consumers in terms of 
activities, apparel shopping orientations, and apparel shopping activities; 
3. explore the effect of various older female consumers' characteristics on activities, 
apparel shopping orientations, and apparel shopping activities; 
4. examine the effect of older female consumers' activities on apparel shopping 
orientations and apparel shopping activities; 
5. examine the effect of older female consumers' apparel shopping orientations on 
apparel shopping activities; 
6. explore the effect of older female consumers' characteristics, activities, apparel 
shopping orientations, and apparel shopping activities on life satisfaction. 
This study was designed to provide a variety of theoretical and practical implications 
for gerontology and consumer behavior research and for the apparel and retail industry. 
Findings will make a contribution to the limited literature explaining the differences 
between middle-aged and older and rural and urban female consumers' participation in 
activities, apparel shopping orientations, and apparel shopping activities. Also, 
discovering relationships between older consumers' apparel shopping orientations, 
apparel shopping activities, and life satisfaction will contribute to a new dimension of 
activity theory. A variety of practical implications are expected for shopping center 
developers and the apparel industry. 
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Constitutive Definitions for Terms 
For the purpose of the present research, the following terms are defined: 
Activity: a patterned action or pursuit beyond routine physical or personal maintenance 
(Lemon, Bengtson, & Peterson, 1972). 
Apparel: "a body covering, specially referring to actual garment constructed from fabric" 
(Kaiser, 1997, p. 4) 
Apparel shopping: an apparel-related shopping activity, including either actual purchasing 
and non-purchasing of products or services such as browsing, window-shopping, searching 
for information, and social interactions. 
Apparel shopping orientation: general attitudes about apparel shopping (Solomon, 1996) 
in which attitude is defined as affects or feelings toward a stimulus (Mowen & Minor, 1998). 
Apparel shopping orientation dimensions include fashion involvement, fashion interest, and 
apparel shopping enjoyment. 
Leisure activity: activities performed for an individual's own sake, rather than 
consequences (Herzog, Franks, Markus, & Holmberg, 1998). 
Life satisfaction: the degree to which one is presently content or pleased with his general life 
situation (Lemon et al., 1972). 
Fashion: "a set of activities revolving around spending money and other resources to keep 
up to date with what is fashionable in clothing" (Gutman & Mills, 1982, p. 76.) 
Rural: for this study, communities with populations less than 10,000. 
Social activity: interactions with family, friends, relatives, friends, and neighbors, or 
participation in voluntary associations (Lemon et al., 1972). 
Urban: for this study, communities with populations more than 50,000. 
Dissertation Organization 
This dissertation consists of five chapters. Chapter 1 outlines justifications and 
purposes of this research. Chapter 2 reviews previous studies regarding activity theory, older 
consumers' life satisfaction, activities, apparel shopping orientations, and apparel shopping 
activities. Based on the review of literature a nomological model and hypotheses are 
developed and presented in Chapter 2. Chapter 3 explains a questionnaire development and 
methods of data collection including pilot test, sampling, and procedures. It also includes 
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data analysis methods such as descriptive statistics and factor analyses, /-tests, correlation 
analyses, and multiple and hierarchical regression analyses. Chapter 4 reports results of 
descriptive and factor analyses and hypotheses testing. Finally, Chapter 5 includes a 
summary of the study, conclusions, limitations, implications, and recommendations for future 
research. 
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CHAPTER 2: REVIEW OF LITERATURE 
This section incorporates a review of literature from gerontology, sociology, 
psychology, and consumer research to explain older females' life satisfaction in terms of 
consumer characteristics, activities, apparel shopping orientations, and especially apparel 
shopping activities. After a brief discussion of activity theory, the following literature is 
reviewed: apparel shopping orientations in relation to consumer characteristics and activities; 
and older consumers' apparel shopping activities with respect to consumer characteristics, 
activities, and apparel shopping orientations. The literature suggests a nomological model 
and hypotheses. 
Activity Theory 
In the 1950s, activity theory originated as an attempt to provide a description of, and 
a prescription for, successful or ideal aging in the later years of life (Havighurst & Albrecht, 
1953). Havighurst and Albrecht (1953) were the pioneers who suggested that to successfully 
adjust to aging it was important to keep active. Later, Burgess (1960) argued that old age 
should not be viewed as a "roleless role, " but that individuals should replace their lost roles 
or social activities with new ones. However, the fundamental argument of activity theory is 
that "high activities and roles are positively related to a favorable self-concept, and that a 
favorable self-concept is positively related to life satisfaction (or adjustment, successful 
aging, morale, and well-being)" (McPherson, 1983, p. 136). Atchley (1993) also suggested 
that social involvement is a key factor to successful aging. To date, a considerable number of 
studies have addressed the relationship between activities and life satisfaction or 
psychological well-being (Adelmann, 1994; Bull & Aucoin, 1975; Havighurst & Albrecht, 
1953; Ragheb & Griffith, 1982; Steinkamp & Kelly, 1987; Tobin & Neugarten, 1961). 
These studies have consistently found a positive relationship between participation in 
activities and life satisfaction. 
To further understanding of activity influence on life satisfaction, a study by Lemon, 
Bengtson, and Peterson (1972) extended activity theory by categorizing social activities into 
three groups: formal, informal, and solitary activities. Formal activities refer to social 
participation on a voluntary basis; informal activities include interaction with relatives, 
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friends, and neighbors; and solitary activities refer to pursuits such as watching television, 
reading, and hobbies. Life satisfaction was examined by interviewing 411 older people in a 
California retirement community using the three different activities. The survey found that 
life satisfaction was associated with only informal activities. Informal activities provided a 
more meaningful and valuable role support than formal activities. Furthermore, formal 
activities were more supportive than solitary activities. 
Ten years later, Longino and Kart (1982) replicated the study of Lemon et al. (1972) 
using a sample from diverse retirement communities. Similarly they found that only 
informal activities contributed positively to life satisfaction. However, their study also 
discovered that participation in formal activities had a negative effect on life satisfaction and 
that participation in solitary activities had no effect on life satisfaction. 
In addition to formal, informal, and solitary activities, leisure activities are often 
employed in activity theory to measure life satisfaction of older people. Leisure activities are 
defined as activities performed for individuals' own sake, rather than their consequences 
(Herzog, Franks, Markus, & Holmberg, 1998). Several studies reported that leisure activity 
participation after retirement was positively associated with life satisfaction (DeCarlo, 1974; 
Palmore, 1968; Patterson, 1996; Peppers, 1976; Ragheb & Griffith, 1982; Riddick & Stewart, 
1994; Steinkamp & Kelly; 1987; Thorson, 1979). 
Kelly, Steinkamp, and Kelly (1987) investigated the relationship between leisure 
activities and life satisfaction employing a telephone interview of adults age 40 and older. 
Findings indicated that leisure activities significantly influenced later-life satisfaction. 
However, this study found that different types of leisure activities contributed to life 
satisfaction. Social and travel activities were associated with a greater level of life 
satisfaction for those aged 65-74, whereas family and home-based leisure activities were 
associated with greater satisfaction for those age 75 and over. 
Another investigation of the relationship between life satisfaction and leisure activity 
by Ragheb and Griffith (1982) found that, in addition to leisure activity participations, life 
satisfaction was positively correlated with leisure activity satisfaction. The results of the 
study suggested that life satisfaction was not only determined by the frequency of activity 
engagement but also by its quality and meaning for the participant as well as the participant's 
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attitude and state of mind. A few years later, Russell (1987) compared recreation 
participation activities and recreation participation satisfaction with life satisfaction in 
retirement. Russell also found satisfaction with recreation activities had a positive 
relationship with life satisfaction. Frequencies of recreation activity participation had no 
relationship with life satisfaction. 
Studies have also addressed the relationship between engagement in physical 
activities and life satisfaction in terms of physical as well as psychological well-being. 
Although physical activities were the most important component in health in young as well 
as old adults, it is known that the elderly engage in fewer physical activities compared to the 
young population (Prohaska, Leventhal, & Keller, 1985). However, empirical research has 
found that elderly who more engaged in physical activities were healthier, less likely to die 
early in life, and less likely to have stress than those who were less involved in physical 
activities (Glass, Leon, Marottoli, & Berkman, 1999; McPherson, 1986; Netz & Jacob, 1994; 
Ross & Hayes, 1988) 
Life satisfaction 
In addition to participation in activities, relationships between life satisfaction and 
individual's characteristics have been well documented. Several studies have consistently 
found that age is negatively associated with life satisfaction (Donnenwerth, Guy, & Norvell, 
1978; Palmore, 1968). Thus, as we age we often experience less satisfaction with our lives. 
Perceived health status is the most significant predictor in life satisfaction (Medley, 
1980; Palmore & Kivett, 1977). In a study of comparison between black and white older 
female retirees' life satisfaction, Riddick and Stewart (1994) found that for both groups, life 
satisfaction was significantly affected by perceived health. Also, Bull and Aucoin (1975) 
investigated a relationship between voluntary association participation and life satisfaction 
and found that health status was more associated with life satisfaction than participation in 
voluntary associations. 
Income is another factor that affects life satisfaction. Several researches have noted 
that the income of older persons is positively associated with life satisfaction (Campbell, 
1981; Donnenwerth, Guy, & Norvell, 1978; Markides & Martin, 1979; Riddick, 1982). 
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However, Usui, Keil, and Philips (1983) found that income did not significantly affect life 
satisfaction when studying life satisfaction of older blacks. Similarly, Elwell and Maltbie-
Crannell (1981) also found no relationship between income and life satisfaction. 
Marital status is also associated with life satisfaction. In a study of leisure 
participation in the elderly, Losier, Bourque, and Vallerand (1993) found that elderly 
individuals who were married had greater life satisfaction than those who were not married. 
Few studies have addressed the relationship between elderly employment and life 
satisfaction. Larson (1978) suggested that employment status was associated with mental 
health regarding life satisfaction, well-being, or morale. Riddick (1985) investigated the 
effect of older female employment status on life satisfaction using homemakers, retirees, and 
workers. Findings indicated that employment status significantly influenced life satisfaction. 
Older women who were employed had greater life satisfaction than homemakers and retirees. 
However, this study found that homemakers and retirees who engaged in leisure activities, 
had greater levels of life satisfaction. Similarly, an earlier study by Jaslow (1976) also found 
employed women had higher levels of life satisfaction than unemployed women when 
controlling for age, health, and income. 
Donnenwerth, Guy, and Norvell (1978) investigated the effect of rural and urban 
residence on life satisfaction. They interviewed older individuals aged over 60 living in rural 
and urban counties and found that rural dwellers had a higher degree of life satisfaction than 
urban dwellers. The results also suggested that rural dwellers had more social contacts, such 
as seeing friends and relatives, than urban dwellers. However, the findings were inconsistent 
with findings of Edwards and Klemmach (1973) and Hynson (1975) that a positive 
relationship existed between community size and life satisfaction. 
Although it has been suggested that life satisfaction in later life is an important issue 
in gerontology, little research has been attempted to determine other factors such as shopping 
orientations and shopping activities beyond social and leisure activities and individual 
characteristics. Thus, this research is developed to examine life satisfaction in terms of not 
only individual characteristics and activities but also apparel shopping orientations and 
apparel shopping activities. 
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Consumers' characteristics and activities 
Previous research has often addressed social activities according to individual 
differences such as gender, age, education, income, and health. Several studies indicated a 
gender difference in activity participation among older people. For example, Loiser, 
Bourque, and Vallerand (1993) found that women tended to be more involved in leisure 
activities than men, and Chambre (1984) found that women volunteered more than men. 
However, in an interview of working men and women aged 58 to 64 years old, Reitzes, 
Mutran, and Verrill (1995) discovered that women were more engaged in leisure activities 
than men, whereas men were more engaged in formal activities than women. 
Several other studies have identified social activity participation in terms of marital 
status (Chambre, 1984; Fischer, Mueller, & Cooper, 1991; Fischer & Schaffer, 1993; 
Hodgkinson & Weitzman, 1988). These studies indicated that married people were more 
likely to volunteer than unmarried ones. 
Studies have also documented the effect of health status of older people on activity 
participation (McGure, 1984; Mobily, Leslie, Wallace, Lemke, (Cohort, & Morris, 1984; 
Searle & Iso-Ahola, 1988). Shapiro, Murrell, and Usui (1980) and Elwell and Maltbie-
Crannell (1981) found that health status was positively associated with social activities. 
Similarly, in a study of life satisfaction and leisure activity, Riddick (1985) discovered a 
negative relationship between health problems and leisure activities among the older women. 
Elwell and Maltbie-Crannell (1981) and Riddick and Daniel (1984) reported an indirect 
effect of health on life satisfaction: healthy elderly who participated in activities had higher 
levels of life satisfaction. 
Recent research has included a relationship between the level of education and social 
activity participation (Herzog & Morgan, 1993; Krause, Herzog, & Baker, 1992). In the 
study of activities and life satisfaction, Herzog, Franks, Markus, and Holmberg (1998) used a 
large cross-sectional survey of679 adults aged 65 and over and found that education was 
strongly related to leisure activity participation. Herzog and Morgan (1993) and Krause et al. 
(1992) also found that a positive relationship existed between levels of education and social 
activity participation, including formal voluntary works and informal helps to others. 
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Income is also positively associated with participation in social activities and life 
satisfaction (Markides & Martin, 1979; Tinsley, Colbs, Teaff, & Kaufman, 1987). Riddick 
(1985) found that higher incomes were associated with higher levels of participation in 
leisure activities than lower incomes. Jirovec and Hyduk (1998) studied older adult 
volunteers, using 120 volunteers aged 62 and older from volunteer programs in a 
metropolitan hospital. The results indicated that older adults with higher income levels were 
more likely to have volunteered than those with lower income levels. Similarly, Markides 
and Martin (1979) and Cutler (1976) discovered that older adults who had high levels of 
income more frequently participated in formal organizations. 
Several studies have compared levels of activity participation between rural and 
urban elderly (Adams, 1975; Harbert & Wilkinson, 1979; Lee & Lassey, 1980). These 
studies found that rural adults less frequently participated in organizations than urban adults. 
Schooler (1975) discovered that older rural elderly belonged to organizations and attended 
meetings less frequently than urban elderly. Lozier and Althouse (1975) suggested that the 
rural elderly were less involved in social and community activities than the urban elderly. 
Apparel Shopping Orientations 
Shopping orientation concerns general attitudes about shopping (Solomon, 1996). 
Shopping orientation is a complex and multi-dimensional concept, reflecting not only the 
consumer's need for products and services, but also his or her lifestyles (Gutman & Mills, 
1982). The importance of shopping orientation in explaining shopping behavior has been 
explicated and well documented (Darden & Ashton, 1974-75; Gutman & Mills, 1982; Stone, 
1954). Although a considerable number of studies have investigated a variety of shopping 
orientations in general, little research has focused on apparel shopping orientations. 
Stone (1954) was the first who attempted to develop a typology of shopping 
orientations and found the following four types of shopping orientations: economic, 
personalizing, ethical, and apathetic. He proposed that the economic shopper was concerned 
with shopping as an economic activity in terms of price, quality, and efficiency; the 
personalizing shopper tended to have interpersonal relationship with store personnel; the 
ethical shopper felt a moral obligation to patronize locally owned stores; and the apathetic 
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shopper held little interest in shopping. Later, Darden and Reynolds (1971) replicated 
Stone's shopping orientations to explain consumers' shopping behavior and confirmed 
Stone's propositions. 
Since Stone's work, several researchers have expanded the typology of shopping 
orientations while others have striven to simplify the list. For example, Stephenson and 
Willett (1969) and Moschis (1976) expanded the shopping orientations to employ additional 
lifestyles such as special shoppers, brand and store—loyal shoppers, recreational shoppers, 
convenience shoppers, price-oriented shoppers, psychosocializing shoppers, and name 
conscious shoppers. On the other hand, Bellenger, Robertson, and Greenberg (1977) and 
Bellenger and Korgaonkar (1980) focused on a two-factor classification system of economic 
versus recreational shoppers. The economic shoppers who desired convenience and lower 
prices were less interested in shopping, while the recreational shoppers who sought 
recreational experiences beyond purchasing were highly interested in shopping. 
Although most research on shopping orientations has focused on shopping in general, 
it has been suggested that consumers may have different shopping orientations according to 
product types (Solomon, 1996). In a study of shopping orientations of the elderly consumer, 
Lumpkin (1985) attempted to identify shopping orientations employing 65 fashion and 
shopping life style items used in previous studies (Darden & Perreault, 1976; Darden & 
Reynolds, 1971; Lumpkin & Darden, 1982; Wells & Tigert, 1971). A four-dimensional 
fashion and shopping orientation scale was developed measuring Fashion Conformity, 
Fashion Innovator, Fashion Opinion Leader, and Fashion Clothing Interest. 
Gutman and Mills (1982) also attempted to develop a shopping orientation scale in 
relation to fashion and clothing. In a study of fashion lifestyles, Gutman and Mills integrated 
67 clothing-fashion lifestyle items from previous research (King, Ring, & Tigert, 1979; 
Tigert & Bourgeons, 1975; Yang, 1979) and developed both a fashion and an apparel 
shopping orientation scale. The fashion orientation scale reflected fashion priority, time 
frame, and initiative, and had the following four dimensions: Fashion Leadership, Fashion 
Interest, Importance of Being Well-dressed, and Antifashion Attitudes. The apparel 
shopping orientation scale reflected variety, frequency, and organization, and had the 
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following six dimensions: Shopping Enjoyment, Cost Consciousness, Traditionalism, 
Practicality, Planning, and Following. 
Gutman and Mills' fashion and apparel shopping orientation scales were adopted by 
Summers, Belleau, and Wozniak's (1992) study of fashion and shopping perceptions and 
store patronage. Summers, Belleau, and Wozniak adopted 20 items from the Gutman and 
Mills' fashion and apparel shopping orientation scale and reduced it to the following five 
dimensions: Shopping Involvement, Importance of Clothing Image, Fashion Commitment, 
Quality Conscious, and Fashion Aversion. 
Francis and Burns (1992) were other researchers who attempted to develop apparel 
related shopping orientations. In a study of the relationship between consumer socialization 
and clothing shopping attitudes, clothing acquisition, and clothing satisfaction, Francis and 
Burns adopted clothing shopping orientation items from Johnson's (1989) study of consumer 
health influenced by clothing and household fabrics. A factor analysis of the clothing 
shopping orientation scale generated the following two factors: Fashion Involvement and 
Shopping Enjoyment. 
Although a considerable number of studies have identified shopping orientations, 
little attention has been paid to older consumers' shopping orientations in terms of life 
satisfaction. Previous studies have addressed a variety of dimensions of shopping 
orientations. This study under discussion focused on three dimensions of fashion and apparel 
shopping orientation: Fashion Interest (Lumpkin & Darden, 1982; Wells & Tigert, 1971), 
Fashion Involvement (Francis & Bums, 1992), and Apparel Shopping Enjoyment (Gutman & 
Mills, 1982). The three dimensions were found to be the most frequently used in prior 
studies of fashion and apparel shopping orientations. 
Consumer characteristics and apparel shopping orientations 
Little research has been conducted on apparel shopping orientations regarding 
consumer characteristics such as age, education, income, and residence location. Although it 
has been known that age is negatively related to clothing and shopping, Gravois, Kelly, and 
Hildreth (1980) argued that persons who were interested in clothing and shopping in young 
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years continue to have similar interests in later years. Martin (1976) found little difference 
between younger and older female shoppers for shopping enjoyment and fashion interest. 
Studies have also found different shopping orientations between young and older 
consumers. For example, Lumpkin and Greenberg (1982) and Mason and Smith (1974) 
found that older consumers tended to enjoy apparel shopping more than younger consumers. 
Another research conducted by Wilkes (1992) also reported different shopping orientations 
between older and younger consumers. Wilkes investigated the relationship between 
cognitive age and fashion interest using female consumers aged 60 and older. Findings 
indicated that older consumers perceived themselves as younger than their chronological age. 
Cognitively younger women had high interest in clothing fashion and were more actively 
involved in entertainment-related and culture-related activities than older consumers. Similar 
to Wilkes' findings, French and Fox (1985) also found that cognitively younger consumers 
were more interested in clothing fashion than older consumers. 
In a study of shopping center patronage, Bellenger, Robertson, and Greenberg (1977) 
interviewed older female consumers who lived in metropolitan areas. The study found that 
female consumers who enjoyed shopping tended to be less educated, had low levels of 
household income, and were socially involved. However, the findings were inconsistent with 
findings of Horridge, Khan, and Huffman (1981) and Martin (1976) that older female 
consumers who had higher education were more aware of fashion trends and were more 
likely to enjoy shopping for clothing than those with lower educational levels. A similar 
study by Greco and Paksoy (1989) compared fashion conscious and non-fashion conscious 
apparel shoppers using mature consumers aged over 40. Results did not find any significant 
differences between fashion conscious and non-fashion conscious apparel shoppers in terms 
of their health status, education, or income. 
Summers, Belleau, and Wozniak (1992) investigated differences between urban and 
rural consumers' attitudes toward fashion and shopping in terms of shopping involvement, 
importance of clothing image, fashion commitment, quality consciousness, and fashion 
aversion. Female consumers aged over 18 who lived in 15 rural areas with populations less 
than 2,500 and three urban areas with populations more than 50,000 were used. Results 
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indicated that there were no significant differences between urban and rural consumers' 
attitudes toward fashion and shopping. 
Activities and apparel shopping orientations 
Several studies (i.e., Rayan, 1952; Stone & Form, 1955; Williams & Eicher, 1966) 
have addressed the effects of clothing on social participation. Francis (1992) found that 
clothing had a significant effect on social participation when studying the effects of 
perceived clothing deprivation on social participation. In a study of clothing style differences 
on the formation of the impression of sociability, Johnson, Nagasawa, and Peters (1977) 
discovered that wearing fashionable clothing was associated with a positive impression of 
sociability. Another study done by Workman and Johnson (1993) discovered older 
consumers who wore fashionable clothing were rated as more sociable than ones who wore 
unfashionable clothing. Hoffman (1970) also suggested that clothing for older women could 
be an important source of ego support and enhancement of the self-image as well as a basis 
for social acceptability and expression of personality. 
Research by Gravois, Kelly, and Hildreth (1980) found that socially active elderly 
people were more interested in clothing and personal appearance. French and Fox (1985) 
suggested that older consumers who were involved in more social activities saw themselves 
as being younger than other members of their chronological age. Consequently, they 
preferred to identify themselves with middle-aged individuals and tended to hold great 
interests in fashionable apparel. Miller and Cox (1982) discovered that women who were 
concerned about their appearance and thus tended to apply fashion products, such as makeup 
and clothing, believed that applying fashion products made them attractive and enhanced 
their interaction with others. 
Although it has been suggested that fashion-oriented consumers actively participated 
in society (King, 1965; Tatzel, 1982), little empirical research has been conducted on the 
relationship between participation in activities and fashion and the shopping orientations of 
fashion interest, fashion involvement, and apparel shopping enjoyment. In a study of 
recreational shoppers, Bellenger and Koraonkar (1980) conducted an intercept survey on 
adult consumers in shopping malls and non-shopping malls. Findings indicated that 
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consumers who enjoyed shopping tended to be actively involved in social and outdoor 
activities such as entertaining guests, hiking, camping, and attending sports events. Similar 
to the findings of Bellenger and Koraonkar's study, earlier Bellenger, Robertson, and 
Greenberg (1977) also found that consumers who enjoyed shopping tended to be actively 
involved in social and leisure activities. 
Older Consumers' Apparel Shopping Activities 
Shopping is an activity that includes either actual purchasing or non-purchasing of 
products or services, including browsing, window-shopping, searching for information, and 
social interactions. Although there are a considerable number of studies focusing on apparel 
shopping behavior in terms of apparel expenditures, shopping motivations, and patronage 
behavior, little attention has been paid to older consumers as well as rural consumers. Also, 
despite the fact that several researchers have agreed upon that consumers use shopping as 
social, leisure, and physical activities, little attention has been paid to older consumers' 
apparel shopping activities with regard to life satisfaction. This section reviews older 
consumers' apparel expenditures and patronage behavior in terms of demographics 
characteristics. It also discusses relationships between demographics and apparel shopping, 
participation in activities and apparel shopping activities, and apparel shopping orientations 
and apparel shopping activities. 
Consumer characteristics, apparel expenditures, and patronage behavior 
Several studies have reported elderly consumers' apparel expenditures (Fareed & 
Riggs, 1982; Jackson, 1992; Lazer & Shaw, 1987; Lee, Hanna, Mok, & Wang, 1997; Neal, 
Scwenk, & Courtless, 1990). These studies have often reported that older consumers spend 
less money on apparel as well as allocate a smaller proportion of their budget for apparel than 
do younger consumers (Dardis, Derrick, & Lehfeld, 1981; Harrison, 1986; Neal, Scwenk, & 
Courtless, 1990; Norum, 1989). A study conducted by Wagner and Hanna (1983) indicated 
that apparel expenditures increased up to a certain age (45 to 54) and then started to decline. 
The middle-aged adults, ranging from 45 to 54 years of age, showed the highest apparel 
expenditure in the study. Recently, Russell (1997) reported that households in which there 
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were individuals aged 55 to 64 spent the most per capita on women's clothing, 56% more 
than the average household. However, a study by Tongren (1988) also found that older 
consumers were less conscious of price than consumers in other age groups and that older 
consumers were frequent purchasers of personal apparel, spending only slightly less than 
younger consumers. Another study of elderly consumers' apparel expenditures by Jackson 
(1992) found that apparel expenditures were not affected by consumers' age. 
Also, several other studies have addressed older consumers' apparel expenditures in 
relation to income, education, gender, race, marital status, retirement, and region (Lee, 
Hanna, Mok, & Wang, 1997; Neal, Schwenk, & Courtless, 1990; Norum, 1989). The 
relationship between income and elderly consumers' apparel expenditures has been well 
documented (Dardis, Derrick, & Lehfeld, 1981; Jackson, 1992; Lee et al., 1997; Neal et al., 
1990). Most studies have agreed that there is a positive relationship between income and 
elderly consumers' apparel expenditures. 
With respect to education, previous studies consistently reported that more educated 
elderly consumers tended to spend more on apparel than less educated consumers (Dadis, 
Derrick, & Lehfeld, 1981; Lee et al., 1997). This finding may explain that consumers who 
had high levels of education tend to earn more income than those who had less education. 
Consequently, they spend more on apparel. Also, it has been suggested that educated elderly 
consumers tend to actively engage in social activities, which lead to more apparel demand 
(Lee et al., 1997). 
The effect of retirement on elderly apparel expenditures has been reported. 
MaConnel and Deljavan (1983) and Rubin and Nieswiadomy (1994) investigated apparel 
budget share and total expenditures among retired and non-retired elderly consumers. 
MaConnel and Deljavan found that age negatively influenced the apparel budget share of 
retired elderly consumers but not that of non-retired elderly consumers, whereas Rubin and 
Nieswiadomy found no age effect on total apparel expenditures. In a study of family 
expenditures before and after retirement, Hildreth and Kelly (1984-85) interviewed retired 
couples who were socially active and found that, since retirement, elderly apparel 
expenditures had decreased. 
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Few studies have reported the impact of region (urban vs. rural) on elderly apparel 
expenditures. McConnel and Deljavan (1983) found that elderly retirees living in urban 
areas tended to spend more on apparel than similar retirees living in rural areas. Dardis, 
Derrick, and Lehfeld (1981) also found that urban consumers spent more on clothing 
expenditures than did rural consumers. In a study of the effects of social activity and aging 
on rural community living and consuming, Miller, Kim, and Schofield-Tomschin (1998) 
surveyed consumers aged over 50 in rural communities and found that older consumers who 
were actively involved and satisfied with their communities showed high levels of intension 
to shop within their local stores. The results also suggested that elderly consumers aged over 
65 were more satisfied with their communities and higher levels of intension to shop within 
their communities than were middle-aged consumers. 
In addition to older consumers' apparel expenditures, studies have also included older 
consumers' patronage behavior. Summers, Belleau, and Wozniak's (1992) study of store 
patronage behavior found that older, retired consumers preferred shopping in enclosed malls. 
Bernhardt and Kinnear (1975) and Lumpkin and Greenberg (1982) discovered that the 
elderly more often preferred department and specialty stores over discount stores, regardless 
of pricing. Other studies, done by Mason and Smith (1974), and Mason and Bearden (1978) 
found that elderly were less likely to use in-home shopping via mail or phone ordering than 
younger consumers. A similar study by Barnes and Peters (1982) also reported that elderly 
preferred shopping at retail outlets for a variety of product categories rather than telephone 
shopping. 
Several studies have investigated older consumers' uses of media for apparel 
shopping information (Dillard & Feather, 1988; Kaiser & Chandler, 1984). In a study of 
mass media use for clothing purchase, Kaiser and Chandler (1985) examined older 
consumers' mass media uses including television, magazines, and newspapers for clothing 
purchase and fashion information. The study found that older consumers used newspaper 
most frequently and television least often for clothing purchase and fashion information. 
Consumers who spend more on clothing were more likely to obtain fashion ideas from a 
variety of mass media than those who spent less on clothing. A similar study by Chowdhary 
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(1989) also found that the elderly used fashion columns and ads in newspapers and radio 
fashion programs more than did young consumers. 
Few studies have addressed the relationship between consumers' frequencies of 
shopping and demographics (Bearden, Teel, & Durand, 1978; Crask & Reynolds, 1978; 
Korgaonkar, Lund, & Price, 1985). Roy (1994) investigated the relationship between mall 
visit frequencies and shopping orientations, and demographics such as age and income. 
Results indicated a positive relationship between recreational-oriented consumers and 
frequencies of mall visit. Also, older consumers were more frequently engaged in shopping 
than younger consumers and frequencies of shopping were related to high levels of income. 
Activities and apparel shopping activities 
It has been suggested that people shop for clothing that will have a direct effect on 
their perceived appearance. The clothes they select enhance their appearance as well as 
social roles (Tatzel, 1982). Although several studies have addressed the importance of 
clothing in social interaction (Neal, Schwenk, & Courless, 1990; Shim & Bickle, 1993), few 
studies have investigated the relationship between activity participation and apparel 
shopping. 
Crask and Reynolds (1978) investigated department store shoppers' lifestyles and 
found that consumers who actively participated in shopping in department stores also 
actively participated in social and leisure activities such as communities, volunteerism, 
travel, and sports. The active shoppers were interested in fashion and emphasized 
individualized and fashionable appearance. Similar to Crask and Reynolds' findings, a study 
of elderly consumers' shopping behavior by Lumpkin (1985) also found older people who 
actively participated in social activities, including communities, enjoyed and were more 
actively involved in apparel shopping. However, in a catalog study, Jasper and Lan (1992) 
found a negative relationship between activity participation and catalog shopping when they 
examined consumers' lifestyles and frequencies of catalog shopping. 
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Apparel shopping orientations and apparel shopping activities 
Studies have addressed the relationship between consumers' apparel shopping 
activities and fashion interest (Darden & Perreault, 1976; Shim & Mahoney, 1992). In a mail 
order catalog study, Shim and Mahoney (1992) examined shopping orientations, catalog 
shopping attitudes, and lifestyles using older consumers over 55 years of age who were 
heavy mail-order catalog users for fashion products. Findings indicated that fashion-oriented 
consumers were more involved in catalog shopping and enjoyed shopping in general. Also, 
consumers who were interested in fashion and enjoyed browsing through catalogs tended to 
be heavy catalog users. 
Darden and Perreault (1976) investigated shopping orientations focusing on 
consumers who shopped outside their hometowns (or outshoppers). Personal interviews 
were conducted on middle class suburban housewives and results indicated that consumers 
who had fashion interest were actively engaged in shopping outside their hometown. 
People shop for a variety of reasons; among them, enjoyment and socializing are 
considered important. Shopping malls (or centers) often provide places where people meet 
friends, pass time, watch people, and engage in other aspect of social exchange. According 
to Kowinski (1985), "The shopping mall is a wonderful place for senior citizens with no one 
in their homes and no place to go. They can see people and be with people (p. 35)." 
Several studies have addressed characteristics of those who enjoy recreational 
shopping behavior (Bellenger & Korgaonkar, 1980; Bellenger, Robertson, & Greenberg, 
1977; Stone, 1954). According to Bellenger, Robertson, and Greenberg (1977), consumers 
who were recreation-oriented sought recreational experiences beyond purchasing and were 
highly interested in shopping. In a study of profiling recreational shoppers, Bellenger and 
Korgaonkar (1980) found that recreational shoppers engaged more in unplanned purchasing. 
They tended to spend more time shopping on average, more frequently went shopping with 
others, and were more likely to continue shopping after making a purchase. Lumpkin et al. 
(1985) suggested that elderly consumers were recreational shoppers who were interested in 
shopping and treated shopping as social events thus; these consumers were likely to shop at 
one store at which they were known. 
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It has been suggested that shopping is, with few exceptions, a social behavior, 
frequently performed in the accompaniment of friends, family members, and relatives. 
According to Feinberg, Sheffler, Meoli, and Rummel (1989), social interactions between 
customers account for 25% of all interactions at a shopping mall. In a study of low-income 
older consumers. Mason and Smith (1974) found that older consumers were actively 
involved in shopping with friends and relatives. The findings also suggested that older 
consumers' "shopping seemed a major part of the lifestyle of the respondents and perhaps 
more a source of pleasure than a necessary utilitarian chore " (p. 209). 
Social interaction during shopping also extends to salespersons. Goff and Walters 
(1995) found that salespersons' influence was significantly related to recreational shoppers. 
In a study of apparel shopping patterns of the elderly, Lumpkin and Greenberg (1982) found 
that the elderly liked to shop where they were known by the store personnel and suggested 
elderly consumers enjoyed interacting with store personnel. Similar to the findings of 
Lumpkin and Greenberg, Martin (1976) also found that, although the elderly tended to shop 
less frequently than any other age group, they enjoyed shopping at the stores where they were 
known by the store personnel. 
In addition to social and leisure activities, shopping malls also provide physical 
activities for elderly consumers. Duncan, Travis, and McAuley (1995) interviewed 15 
elderly consumers who visited shopping malls regularly and found that elderly consumers 
used shopping as a physical activity. Mason and Smith (1974) also suggested that the elderly 
shop for exercise and recreation. More recently, further research on shopping by Kang and 
Ridgway (1996) found that elderly consumers used market interactions as a form of social 
supports. The finding suggested that shopping had significant implications for elderly 
consumers' mental and physical welfare. Although shopping has been considered a social, 
leisure, and physical activity, little is known about older consumers' shopping activities 
regarding life satisfaction. 
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Hypotheses 
A review of literature suggested that although there have been several studies 
concerning the patronage behavior of the mature consumer aged 65 and older, studies are 
limited with regard to late middle-aged consumers (55-64). Since it is suggested that late 
middle-aged consumers have different demographics and lifestyles, these differences might 
have a significant impact on apparel shopping behavior. However, little research has 
investigated differences between middle-aged and older consumers in terms of participation 
in activities, apparel shopping orientations, and apparel shopping activities. Thus, the 
following three hypotheses (H1-H3) were proposed: 
HI: There will be significant differences between older female consumers aged 55-64 and 
those aged 65 and older in participation in activities: : a) Leisure Activity, b) Informal 
Social Activity, and c) Formal Social Activity. 
H2: There will be significant differences between older female consumers aged 55-64 and 
those aged 65 and older in the following apparel shopping orientations: a) Fashion 
Involvement, b) Fashion Interest, and c) Apparel Shopping Enjoyment. 
H3. : There will be significant differences between older female consumers aged 55-64 and 
those aged 65 and older in apparel shopping activities a) Apparel Shopping 
Locations, b) Apparel Shopping Hours, c) Apparel Shopping Frequency, d) 
Apparel Purchasing Frequency, e) Apparel Expenditures, f) Media Information 
Seeking for Apparel Shopping, and g) Merchandising Information Seeking for 
Apparel Shopping. 
Although a significant proportion of older consumers have lived in rural areas, little 
attention has been paid to rural consumers. This research compared rural and urban 
consumers' activity participation, apparel shopping orientations, and apparel shopping 
activities. Thus the following three hypotheses (H4-H6) were developed: 
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H4: There will be significant differences between urban and rural older female consumers 
in participation in activities, a) Leisure Activity, b) Informal Social Activity, and c) 
Formal Social Activity. 
H5: There will be significant differences between urban and rural older female consumers 
in the following apparel shopping orientations: a) Fashion Involvement, b) Fashion 
Interest, and c) Apparel Shopping Enjoyment. 
H6: There will be significant differences between urban and rural older female consumers 
in apparel shopping activities a) Apparel Shopping Locations, b) Apparel 
Shopping Hours, c) Apparel Shopping Frequency, d) Apparel Purchasing 
Frequency, e) Apparel Expenditures, J) Media Information Seeking for Apparel 
Shopping, and g) Merchandising Information Seeking for Apparel Shopping. 
In addition to examining differences between older and middle-aged and rural and 
urban consumers in participation in activities, apparel shopping orientations, and apparel 
shopping activities, the review of literature suggested a nomological model (see Figure 2.1). 
The model for older consumers' apparel shopping behavior provided a visual guide to 
explain the proposed effects of older female consumers' characteristics on participation in 
activities (H7), apparel shopping orientations (H8) and apparel shopping activities (H9); 
older female consumers' participation in activities on shopping orientations (H10) and 
shopping activities (HI 1); older female consumers' shopping orientations on apparel 
shopping activities (HI2); and older consumers' characteristics (HI3), participation in 
activities (HI4), apparel shopping orientation (HI5), and apparel shopping activities (HI6) 
on life satisfaction. Also, activities theory suggests that older individuals' participation in 
activities is positively associated with life satisfaction. Shopping is often considered to be a 
social and leisure activity; little research has been focused on older people's participation in 
shopping in terms of life satisfaction. Based on the proposed model the following 
hypotheses (H7-H16) were developed: 
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H7: There will be direct relationships between older female consumers' characteristics 
(Age, Education, Income, and Health) and levels of participation in the following 
activities: a) Leisure Activity, b) Informal Social Activity, and c) Formal Social Activity. 
H8: There will be direct relationships between older female consumers' characteristics 
(Age, Education, Income, and Health) and the following apparel shopping orientations: 
a) Fashion Involvement, b) Fashion Interest, and c) Apparel Shopping Enjoyment. 
H9: There will be direct relationships between older female consumers' characteristics 
(Age, Education, Income, and Health) and apparel shopping activities. 
H10: There will be positive relationships between older female consumers' levels of 
activity participation (Leisure Activity, Informal Social Activity, and Formal Social 
Activities) and the following apparel shopping orientations: a) Fashion 
Involvement, b) Fashion Interest, and c) Apparel Shopping Enjoyment. 
HI 1 : There will be positive relationships between older female consumers' levels of 
activity participation (Leisure Activity, Informal Social Activity, and Formal Social 
Activities) and apparel shopping activities. 
H12: There will be positive relationships between and apparel shopping orientations 
(Fashion Involvement, Fashion Interest, and Apparel Shopping Enjoyment) and 
apparel shopping activities. 
H13: The following older female consumers' characteristics will influence life satisfaction: 
a) Age, b) Education, c) Income, and d) Health. 
H14: The following activity variables will influence life satisfaction while controlling for 
specific consumers' characteristic variables, a) Leisure Activity, b) Informal Social 
Activity, and Formal Social Activity. 
HIS: The following apparel shopping orientation variables will influence life satisfaction 
while controlling for specific consumers' characteristic and activity variables: a) 
Fashion Involvement, b) Fashion Interest, and c) Apparel Shopping Enjoyment. 
H16: Apparel shopping activities will influence life satisfaction while controlling for 
specific consumers' characteristic, activity, and apparel shopping orientation variables. 
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Figure 2.1 A Nomoiogical Model of Older Female Consumers' Life Satisfaction 
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CHAPTER 3i METHOD 
This chapter includes a description of the self-administered questionnaire 
development, methods for data collection, and analyses. A questionnaire was developed to 
measure variables related to life satisfaction, activity participation, apparel shopping 
orientations, apparel shopping activities, and consumer characteristics. The questionnaire 
was developed based on previous studies with some modifications in terms of scale items and 
measurement formats. A pilot test was conducted with the questions in an effort to develop a 
questionnaire that measured intended constructs and that was measurable for the participant 
in length and clarity. A self-administered mail survey was conducted for data collection with 
older female consumers over age 55. Data were initially analyzed using descriptive statistics, 
factor analyses, and correlations. 7-tests were used to determine differences in activities, 
apparel shopping orientations, and apparel shopping activities between middle-aged and 
older consumer groups and between urban and rural consumer groups. Multiple and 
hierarchical regression analyses were also performed to examine relationships among older 
female consumers' characteristics, activity participation, apparel shopping orientations, 
apparel shopping activities, and life satisfaction. 
Questionnaire Development 
The questionnaire contained items that were intended to measure the four proposed 
constructs and consumer characteristics. Measurements of variables in the survey were in the 
following order: activities, life satisfaction, apparel shopping activities, apparel shopping 
information sources, apparel shopping orientations, community information, and consumer 
characteristics. After the final section containing consumer characteristic information, an 
open-ended item asked participants to comment on the survey. As an incentive to answer the 
survey, respondents were offered a summary of findings. A copy of the final questionnaire 
can be found in Appendix B. 
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Activities 
The first section of the questionnaire consisted of questions regarding the frequency 
of participants' participation in activities such as volunteer organizations, social activities, 
cultural events, and outdoor activities. Twenty-two activity types found in previous 
gerontology research and two activity types suggested by respondents from a pilot study 
were generated (Everard, 1999; Johnston, 1977; Lemon, Bengtson, & Peterson, 1972; 
Reitzes, Mutran, & Verrill, 1995). Participants were asked to indicate their frequency of 
activity participation on a 5-point Likert-type format, denoting "1" as "Very Infrequently" 
and "5" as "Very Frequently." Table 3.1 provides detailed items of activity types. Higher 
scores indicated high levels of activity participation, while low scores indicated low levels of 
activity participation. 
Life satisfaction 
The second section involved life satisfaction questions adopted from an existing 
scale, "Life Satisfaction Index A," developed by Neugarten, Havighurst, and Tobin (1961) 
and modified by Adams (1969). Adams' modified Life Satisfaction Index A, consisting of 
18 "agree " and "disagree" items, reported a reliability coefficient of 0.84 (Wolk & Kurtz, 
1975). Of the 18 items, 12 items were included for the current investigation and measured by 
a 5-point Likert type scale, ranging from "I" as "Strongly Disagree" to "5" as "Strongly 
Agree" Table 3.2 includes the detailed items measuring life satisfaction. Participants were 
asked to read statements regarding life in general and indicate an appropriate number that 
matched their feelings on the scale. Higher scores represented high levels of life satisfaction, 
while low scores represented low levels of life satisfaction. 
Apparel shopping activities 
The third section of the questionnaire addressed the measurement of apparel shopping 
activities. Questions to measure five apparel shopping activity topics were generated by the 
researcher, including: 1) types of shopping locations, 2) hours spent on apparel shopping for 
a month, 3) frequencies of apparel shopping for a month, 4) times of apparel purchases for a 
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Table 3.1. Activity Items in the Questionnaire 
Using a Likert-type scale with Very Infrequently (I) and Very Frequently (5) 
How frequently have you participated in the following activities? 
1. volunteer work 
2. community meetings 
3. classes and lectures 
4. professional events or union meetings 
5. church events 
6. seeing friends 
7. seeing neighbors 
8. spending time with family (spouse, children, or parents) 
9. seeing relatives 
10. reading books or newspapers 
11. watching TV 
12. exercising or playing sports 
13. going to restaurants 
14. visiting museums and exhibits 
15. working on hobbies 
16. attending plays 
17. watching sports events 
18. playing cards or other indoor games 
19. renting videos 
20. going shopping 
21. going to movies 
22. traveling 
23. attending children's activities 
24. attending school events 
31 
Table 3.2. Life Satisfaction Items in the Questionnaire 
Using a Likert-type scale with Strongly Disagree (I) and Strongly Agree (5) 
1. As I grow older, things seem better than I thought they would be. 
2. I have gotten more of the breaks in life than most of the people I know. 
3. I am just as happy as when I was young. 
4. Most of things that I do are boring or monotonous, (r) 
5. I expect some interesting and pleasant things to happen to me in the near future. 
6. I feel old and somewhat tired, (r) 
7. As I look back on my life, I am fairly well satisfied. 
8. I would not change my past life event if I could. 
9. Compared to other people my age, I make a good appearance. 
10.1 have made plans for things I'll be doing month or a year from now. 
11. Comparing to other people, I get down in the dumps too often, (r) 
12. I've gotten pretty much what I expected out of life. 
Note: (r) denotes that items were reverse-coded. 
month, and 5) amount of money spent on apparel. Directions for the mixture of categorical 
and continuous questions were included in the questionnaire and respondents were asked to 
check or circle the appropriate answer. 
Types of apparel shopping locations 
Types of apparel shopping locations were measured by two statements. The first 
questions asked, "What types of places are you more likely to shop for apparel?" Six 
possible types of shopping places were indicated in the questionnaire, including department 
stores, discount stores, specialty stores, catalogs, TV networks, and the Internet. 
Respondents were asked to indicate the types of apparel shopping places in which they were 
more likely to shop for apparel. The second questions asked, "What types of shopping 
locations are you more likely to shop for apparel?" Four possible types of shopping locations 
indicated in the questionnaire: enclosed shopping malls, separate stores, small specialty 
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stores, and main-street. Participants were asked to indicate the types of shopping locations in 
which they were more likely to shop for apparel. More varieties in types of apparel shopping 
places and locations selected were believed to imply higher levels of participation in apparel 
shopping activities. 
Hours spent on apparel shopping 
To measure the hours spent on apparel shopping for a month, the question asked, 
"How many hours do you spend during a typical month on shopping (including either actual 
buying and/or looking for apparel)?" The respondents were asked to place a mark on an 11-
point scale, ranging from 0 to 10+ hours. A high score indicated high levels of participation 
in apparel shopping activities, while a low score indicated low levels of participation in 
apparel shopping activities. 
Frequencies of apparel shopping 
Frequencies of apparel shopping for a month were measured by asking, "How many 
times do you shop for apparel during a typical month?" The participants were asked to 
respond on an 11-point scale, ranging from 0 to 10+ times. High scores represented high 
levels of participation in apparel shopping activities and low scores represented low levels of 
participation in apparel shopping activities. 
Times of apparel purchase 
To measure apparel purchases, the question asked, "How many times do you 
purchase an apparel item during a typical month?" The participants responded on an 11-
point scale, ranging from 0 to 10+ times. High scores indicated high levels of participation in 
apparel shopping activities, while low scores indicated low levels of participation in apparel 
shopping activities. 
Amount of money spent on apparel 
To measure the amount of money spent on apparel, the question asked, 
"Approximately how much was spent for apparel products and services during the last 2 
months? (including dry cleaning, laundering, alteration, or shoe services)." The respondents 
were asked to indicate on a 9-point scale, ranging from "1" as "$50 or less" to "9" as "More 
than $600" High scores represented high levels of participation in apparel shopping 
33 
activities and low scores represented low levels of participation in apparel shopping 
activities. 
Apparel shopping information sources 
The fourth section included questions about apparel shopping information sources. 
Of 15 items, 14 items were adopted from previous studies (Greco, Paksoy, & Robbins, 1989; 
Klippel & Sweeny, 1974; Lumpkin & Festervand, 1987; Strutten & Lumpkin, 1992). An 
additional apparel shopping information source, the Internet, was added by the researcher. 
This decision was made on the basis of today's popularity of Internet shopping. Respondents 
were asked to indicate their frequencies of information searching for apparel shopping on a 
5-point Likert type scale, denoting "1" as "Very Infrequently " and "5" as "Very frequently" 
(see Table 3.3). Higher scores indicated high levels of information seeking for apparel 
shopping, while lower scores indicated low levels of information seeking for apparel 
shopping activities. ; . 
Apparel shopping orientations 
The fifth section consisted of 16 statements measuring participants' apparel shopping 
orientations. The question of apparel shopping orientations was adopted from a variety of 
fashion and apparel shopping orientation scales used in previous research. The items adopted 
in the questionnaire included a five-item shopping enjoyment scale from Gutman and Mills's 
(1982) fashion and shopping orientation scales, a seven-item fashion-consciousness scale 
suggested by Wells and Tigert (1971) and modified by Lumpkin and Darden (1982) and 
Wilkes (1992), and a four-item fashion involvement scale used by Francis and Bums (1992). 
Items 1-5,6-12, and 13-16 in Table 3.4 originally measured, respectively, shopping 
enjoyment, fashion consciousness, and fashion involvement. The items were measured using 
a 5-point Likert type format, ranging from "1" as "Strongly Disagree" to "5" as "Strongly 
Agree" Participants were asked to indicate the number that best matched their feelings 
about fashion. Higher scores indicated higher levels of apparel shopping orientations, while 
lower scores indicated lower levels of apparel shopping orientations. 
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Table 3.3. Apparel Shopping Information Source Items in the Questionnaire 
Using a Likert-type scale of Very Infrequently (I) and Very frequently (5) 
How frequently do you use the following sources for gaining information about apparel? 
1. Magazines 
2. Newspapers 
3. Catalogs 
4. Television 
5. Radio 
6. Internet 
7. Salespersons 
8. Friends 
9. Family Members 
10. Celebrity experts 
11. Government reports/approvals 
12. Personal experiences 
13. Packages/labels/displays 
14. Store reputations 
15. Store displays 
Community information 
The sixth section consisted of three questions about the respondents' communities. 
The question about community information was included to determine possible differences 
between older female consumers aged 55-64 and those aged over 65 and between urban and 
rural consumers in activity participation, apparel shopping orientations, and apparel shopping 
activities. The first question asked participants to rate their participation in community-wide 
activities on a 5-point semantic differential format with bipolar adjectives, "Very 
Uninvolved/Very Involved." The second question concerned the measurement of years the 
participant lived in a community. Finally, participants were asked for their frequency of 
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Table 3.4. Apparel Shopping Orientation Items in the Questionnaire 
Using a Likert-type scale with I (Strongly Disagree) and 5 (Strongly Agree) 
1. I don't like to go apparel shopping, (r) 
2. I often go shopping to get ideas even though I have no intension of buying. 
3. I go apparel shopping often. 
4. I like to go to stores to see what's new in clothing. 
5. I like to shop in many different stores. 
6. I usually have one or more outfits that are of the very latest style. 
7. When I must choose between the two I usually dress for fashion, not for comfort. 
8. An important part of my life and activities is dressing smartly. 
9. I often try the latest hairdo style when they change. 
10. It is important to me that my clothes be of the latest style. 
11. A person should try to dress in style. 
12.1 like to shop for clothes. 
13.1 have something to wear for every occasion that occurs. 
14.1 carefully coordinate the accessories that I wear with each outfit. 
15.1 look over the clothing in my wardrobe each season so that I know what I have. 
16.1 pay a lot of attention to pleasing color combinations. 
Note: (r) denotes that item was reverse-coded. 
apparel shopping in their communities on a 5-point semantic differential format with bipolar 
adjectives, " Very Infrequently/Very Frequently. " 
Consumer characteristics 
The seventh section was designed to collect general background information about 
the respondents that were proposed to influence consumers' activity participation as well as 
apparel shopping orientations and apparel shopping activities. The questions included asked 
about age, sex, marital status, ethnicity, annual household incomes before taxes, the highest 
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level of education received, present and former occupations, present occupational status, 
years since retirement, and religion. Sex, marital status, ethnicity, occupation, and present 
occupational status were measured by selection of closed-ended categorical responses. 
Annual household incomes before taxes and the highest level of education received were 
measured by selection of continuous format responses. Age, present and former occupation, 
and years since retirement were measured by responses to open-ended questions. 
In addition to respondents' general background information, their self-assessed health 
status was measured by two statements, which were developed by Passman (1995). The first 
statement asked the participants to rate their current overall health on an 11- point scale, 
ranging from "0" as "Very Poof to "10" as "Excellent Health." Higher scores indicated 
healthier and lower score indicated less healthy. The second statement asked respondents to 
indicate how many times they had been sick or they were unable to carry out usual activities 
during the last six months on a 5-point scale with "1" as "None" and "5" as "Over 10 Times." 
The item was reverse-coded, so that higher numbers would indicate more healthy the 
respondent. Values of the two scale items were standardized and then summed and averaged 
to construct participants' self-assessment of health status. 
Finally, a question of apparel shopping transportation type was included. The 
question about older consumers' shopping transportation was included since there is the 
suggestion that elderly consumers often face transportation problems due to lack of vehicle 
ownerships or drive licenses (Lambert, 1979). The information about older consumers' 
transportation mode when shopping is an important element for the study of older 
consumers' shopping behavior. To measure types of apparel shopping transportation, six 
possible types of transportation, including driving personal vehicles, taking buses or taxies, 
and asking for rides from family members, friends, or neighbors, were identified. 
Respondents were asked, "How do you travel to go shopping?", and they were asked to 
check one mode that was the most frequently used. 
Statement on the Use of Human Subjects 
Before collecting data, the survey questionnaire, a consent form, and a cover letter 
requesting participants to participate were submitted and approved by the Human Subjects 
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Review Committee (HSRC) at Iowa State University (see Appendix C). The HSRC ensured 
that the rights and welfare of the human subjects were adequately protected, any possible 
risks to the subjects were avoided, and confidentiality of data from voluntary participants was 
assured. 
Data Collection 
Pilot test 
The preliminary survey questionnaire was distributed to five older female consumers 
who were over age 55 and actively engaged in a local non-profit volunteer organization. The 
sample for the pilot test was considered to represent active older females over age 55 since 
they participated in a social organization. Participants were asked to respond to the 
questionnaire as well as suggest problems regarding the survey in terms of clarity of wording 
and directions for filling out the questionnaire. They were also asked to indicate the 
approximate time spent on completing the questionnaire. Suggestions were made on clarity 
of wording for several questionnaire items, formatting of the questionnaire, and questionnaire 
length.. Examples of their suggestions included additional items to be asked regarding 
activity participation and use of consistent question formats. Appropriate changes were 
made accordingly. 
Sample 
One objective of this study was to discover different levels of participation in 
activities, apparel shopping orientations, and apparel shopping activities between middle-
aged and older female consumers in urban and rural communities. Iowa was selected for a 
population interest because the state has one of the largest proportions of elderly among the 
statewide in the nation (U.S. Census Bureau 2000). The state's population was divided into 
two subgroups, urban and rural counties, basedon Iowa rural/urban county map (Iowa 
Profiles). In this study, urban communities had populations with more than 50,000 and rural 
communities had populations with less than 10,000 (U.S. Census Bureau 2000). Of the two 
subgroups, four communities were purposefully selected by the researcher, two from urban 
communities and two from rural communities. 
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The sample of urban and rural community populations was selected using several 
inclusion criteria. First, since this study examined different consumer behavior between 
older female consumers aged 55 to 64 and those aged 65 and older, it was necessary to 
clarify that there was a substantial older female population for each community. Sufficient 
older female populations were assured within those communities by data from the U.S. 
Census Bureau 2000. Second, ascertaining the availability of women's apparel stores within 
those communities was a necessary step. Since the objective of this study was to capture the 
difference between urban and rural consumers' apparel shopping behavior, the availability of 
apparel store in the communities was an important criterion. Although urban communities 
had sufficient numbers of women's apparel stores, rural communities often had few, if any, 
apparel stores. Therefore, the availability of women's apparel stores for all four communities 
was assured by Iowa business directories and telephone contacts. Finally, the distribution of 
four communities in the state was another concern; selected communities were distributed in 
the central part (north to south) of the state. Table 3.5 provided more details of the county 
and community characteristics. 
A random list of 1,000 older women who were aged 55 and older living in the four 
selected communities in Iowa was generated and purchased from a Midwest sampling 
company. The sample drawn included 125 women who were aged 55 to 64 and 125 women 
who were aged 65 and over from each one of the four communities. Therefore, the sample 
consisted of250 females aged 55 to 64, and 250 of those aged over 65 living in the two urban 
communities, while 250 of those aged 55 to 64 and 250 of those aged over 65 were living in 
the two rural communities. 
Procedures 
The survey was initiated in January 2001. The three following items were mailed to 
the 1,000 older females who were aged 55 and older living in the four Iowa communities: 1) 
a cover letter with the purpose and potential implications of the survey as well as a request 
for participation on the survey, 2) a self-administered questionnaire, and 3) a self-addressed 
stamped, return envelope. A follow-up postcard reminder was sent 10 days after the first 
mailing was sent. Finally, the third mailing, which included a cover letter, a self-
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administered questionnaire, and a self-addressed, stamped, return envelope was sent to those 
who had not responded by the fourth week from the first mailing. The researcher followed 
the guidelines of Salant and Dillman's (1994) total design method throughout the data 
collection. 
Table 3.5. County and Community Characteristics 
Urban Urban Rural Rural 
Community A Community B Community C Community D 
City Population 193,187 ' 66,464 5,936 3,669 
Sex 
Male 91,074 31,350 2,675 1,700 
Female 102,113 35,117 3,261 1,969 
Age 
55 to 64 years 15,844 6,179 519 371 
65 years and over 25,884 v 10,405 1,447 952 
Apparel Retail 46 9 1 I 
Stores in communities 
County Population 327,140 123,798 13,743 9,809 
Sex 
Male 155,893 58,910 6,543 4,767 
Female 171,247 64,888 7,200 5,042 
Age 
55 to 64 years 26,429 10,697 1,447 1,025 
65 years and over 37,683 16,895 2,946 2,123 
Location in State South Central North Central South Central North Central 
The last surveys were returned by early March in 2001. Of the initial 1,000 surveys 
mailed, 412 questionnaires (41.2 %) were returned. Three-hundred eighty-six (38.6 %) were 
returned with 65% or more of the survey completed by older consumers aged over 55, and 
were included in the data analysis. The twenty-six responses were not used in the study 
because they were either incomplete largely or one response was repeated throughout the 
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survey. Of the 412 returned questionnaires, 247 (56%) requested a summary of findings. A 
summary of finding was mailed out to the respondents who had requested it. 
Data Analyses 
Data analysis was conducted in two steps: preliminary analyses and analyses of the 
proposed hypotheses. Preliminary analyses included descriptive analysis, factor analysis, 
and correlation analysis. Analyses of the proposed hypotheses included Hest and multiple 
and hierarchical regression analysis. The Statistical Package for the Social Science (SPSS 
Version 10.1) software was employed to conduct statistical analyses. A p< 0.05 level of 
significance was established for all statistical analyses. 
Factor analyses 
Exploratory factor analyses were conducted on the following research constructs 
assessed with multiple items: activity participation; life satisfaction; apparel shopping 
information sources; and apparel shopping orientations. Prior to factor analyses, correlation 
matrices for proposed scale items were computed. According to Bryman and Cramer (1999), 
if there are no significant correlations between scale items, it is meaningless to conduct factor 
analyses, since they are not expected to significantly contribute to any factors from the scale. 
Therefore, only items that were significantly correlated with one other item were included in 
the factor analyses. 
The principal components method of factor analysis was used to reduce the number 
of items and explore the dimensionality of the scales. Oblique rotation was also performed to 
maximize item loadings and increase the interpretability of factors. However, if there were 
no moderate correlations among factors found, Van max rotation was performed. In order to 
determine the numbers of factors to be retained, several statistical and conceptual criteria 
were used. Items that highly loaded on factors were the first consideration. According to 
Churchill (1999), loadings with greater than 0.30 were considered statistically significant. 
However the criteria used for this study was loadings with greater than 0.40 on a given 
factor. Items that did not load on any single factor were eliminated. Second, Kaiser's 
criterion, selecting factors having eigenvalues greater than 1, and the scree plot criterion 
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(Cattell, 1966) were other considerations to extract numbers of factors. DeVellis (1991) 
suggested that too many factors were generally extracted by the eigenvalue rule; thus, those 
factors above the "elbow" of the horizontal and vertical axis in the scree plot were retained 
because they explained most of the variance. Finally, the conceptual clarity of each factor 
was considered to determine the number of factors. Item loadings fairly evenly on more than 
one factor were eliminated. Significant loadings on factors were named on the basis of 
common themes suggested by item loadings. 
In order to assess the internal reliability of all measurement scales, Cronbach's 
standardized alpha (Cronbach, 1951) was used. Internal reliability was conducted among 
multiple items of factors that were identified from the factor analysis. High alpha values 
suggest strong reliability among multiple indicators for a factor. A Cronbach alpha 
coefficient of 0.70 was the minimum level of acceptance (Nunnally, 1994). Items lowering 
internal consistency and conceptually not contributing additional understanding of the 
construct were eliminated. Finally, remaining items in factors and measurement scales were 
averaged and summed to create composite scores of the variables for further hypotheses tests. 
7-tests 
Since the research interest was to examine the differences in activities, apparel 
shopping orientations, and apparel shopping activities between consumers aged 55 to 64 and 
those over aged 65, and between urban and rural consumers, independent-samples Mests 
were performed. The Mests evaluate whether the mean value of a test variable for each 
group differs significantly from the mean value of the test variable for the second group. The 
critical probability (a) was set at 0.05. If significant differences were found between the 
groups of consumers, further separate analyses of the proposed nomological model were then 
required. 
Correlation analyses 
Prior to multiple and hierarchical regression analyses, Pearson product-moment 
correlations were computed on the variables created from the multiple factor items. 
Correlation analysis was employed, since it allowed the researcher to investigate significant 
42 
relationships between variables: demographics, activities, apparel shopping orientations, and 
apparel shopping activities. If no correlations existed among the variables, it was 
meaningless to conduct multiple and hierarchical regression analyses. In addition to the 
assessment of associations between variables, correlation analyses also enabled the 
researcher to diagnose the possibility of multicollinearity among the independent variables. 
For any pair of variables having a correlation coefficient of 0.80 or higher, the possibility of 
multicollinearity among the independent variables was considered (Bryman & Cramer, 
1999). 
Pearson coefficients were calculated in order to select variables to be included in the 
regression analysis. Correlation coefficients (r) indicated the degree to which quantitative 
variables were linearly related in the sample. Variables with a significant level (p < 0.05) 
were included, such as life satisfaction, leisure activity, informal social activity, formal social 
activity, apparel shopping enjoyment, fashion interest, fashion involvement, and apparel 
shopping activities. 
Multiple regression analyses 
Linear regression analyses were conducted on the proposed hypotheses H7 through 
H12. According to Sharma (1996), when all variables are measured by continuous and 
interval scales, linear regression techniques are the most appropriate methods for conducting 
data analysis. For this research interest variables, such as activities, apparel shopping 
orientations, and apparel shopping activities, were measured using interval scales. 
Stepwise multiple regression analysis was employed to explore which of the 
independent variables best predicted variances in dependent variables. A series of stepwise 
regressions were performed on older female consumers' characteristics to predict levels of 
activity participation (H7), apparel shopping orientations (H8), and apparel shopping 
activities (H9); activity variables to predict variances in apparel shopping orientations (H10) 
and apparel shopping activities (HI 1); and apparel shopping orientation variables to predict 
variances in apparel shopping activities (H12). 
A regression coefficient with a significant level of p < 0.05 was taken as an indicator 
of a strong relationship. Regression coefficients were used to predict that for every unit of 
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change in the independent variables, the dependent variables would also change. The R2 was 
used to discover the percentage of the variance in the dependent variables that was explained 
by the independent variable. 
Hierarchical regression analysis 
In addition to multiple linear regressions, hierarchical regression analysis was 
employed to test several hypotheses; the effect of older female consumers' characteristics 
(HI3), activities (HI4), apparel shopping orientations (HI5), and apparel shopping activities 
(HI6) on life satisfaction. Hierarchical regression was selected to determine how well one 
set of independent variables explained the dependent variable while adding other sets of 
independent variables. For this study the hierarchical regression analysis was performed on 
four sets of independent variables (consumer characteristics, activities, apparel shopping 
orientations, and apparel shopping activities) and a dependent variable (life satisfaction). 
The four sets or stages of independent variables were entered cumulatively in the following 
specified hierarchical order consumer characteristics, activities, apparel shopping 
orientations, and apparel shopping activities. R2 for all four independent variables were 
analyzed as to their incremental proportion of contribution to the variance in life satisfaction. 
The sets of independent variables were added to those higher in the hierarchy. 
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CHAPTER 4: RESULTS 
This chapter reports results of preliminary data analyses and hypotheses testing. 
Preliminary data analyses included descriptive statistics and factor analyses. Descriptive 
statistics were calculated to describe characteristics of the sample. Exploratory factor 
analyses were performed on the following constructs containing multi-items: activities, 
apparel shopping orientations, apparel shopping information sources, and life satisfaction. 
Hypotheses testing statistics included independent-samples Mests, correlation analyses, and 
multiple and hierarchical regression analyses. 7-tests were employed to examine differences 
in mean scores between older female consumers aged 55-64 and those over age 65 and urban 
and rural older female consumers for the following variables: leisure, informal social, and 
formal social activities, fashion involvement, fashion interest, apparel shopping enjoyment, 
and apparel shopping activities. Pearson correlation coefficients were examined among the 
variables prior to use in regression analyses. Multiple and hierarchical regression analyses 
were conducted to determine the relationships among older female consumers' 
characteristics, activities, apparel shopping orientations, apparel shopping activities, and life 
satisfaction. 
Demographics of Participants 
One objective of this research was to examine whether or not the age difference 
between middle-aged and older female consumers explained differences in activity 
participation, apparel shopping orientations, apparel shopping activities, and life satisfaction. 
For purposes of cross-comparisons between middle-aged and older consumers, all descriptive 
statistics were calculated separately for female consumers aged 55-64 and those aged 65 and 
over. Overall demographic information of the participants is shown in Table 4.1. A total of 
386 older females completed the questionnaire: 190 were female consumers aged 55-64 and 
196 were aged 65 years and older. The majority of both middle-aged (92.6 %) and older 
consumers (83.6%) were white or European in ethnicity. Most of the middle-aged women 
were married (75.3%) while 52.8% of older women were married and 34.4% of older women 
45 
Table 4.1. Demographic Characteristics of the Participants 
Variables 
Aged 55-64 (N= 
Frequency3 
190) 
%b 
Aged 65-88 (N 
Frequency3 
=196) 
%b 
Marital status 
Never Married 6 3.2 8 4.1 
Married 143 75.3 103 52.8 
Divorced/Separated 21 11.0 16 7.7 
Widowed 17 8.9 67 34.4 
Living together, not married 3 1.6 1 0.5 
Ethnicity 
White or European 176 92.6 158 83.6 
Black or African 5 2.6 I 0.5 
Hispanic or Latino 0 0 I 0.5 
Asian 0 0 0 0 
Native American 8 4.2 27 14.3 
Native Hawaiian or Pacific Islander 0 0 1 0.5 
Other 1 0.5 1 0.5 
Income 
Less than $5,000 4 2.1 0 0 
$ 5,000 to $9,999 3 1.6 15 10.0 
$10,000 to $ 14,999 6 3.2 15 10.0 
$15,000 to $ 24,999 12 6.3 46 30.7 
$ 25,000 to $34,999 37 19.5 25 16.7 
$35,000 to $49,999 40 21.1 26 17.3 
$50,000 to $ 74,999 37 19.5 10 6.7 
$ 75,000 to $99,999 12 6.3 2 1.3 
$100,000 to $149,999 9 4.7 3 2.0 
$150,000 to $ 199,999 2 1.1 1 0.7 
Over $200,000 2 1.1 1 0.7 
Don't know 1 0.5 6 4.0 
Education 
Some grade school 0 0 12 6.2 
Some high school 9 4.7 13 6.7 
Complete high school or equivalent 71 37.4 79 40.9 
Some college/vocational or technical school 59 31.1 46 23.8 
Undergraduate college degree 20 10.5 13 6.7 
Some graduate school 11 5.8 5 2.6 
Graduate degree 18 9.5 25 13.0 
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Table 4.1. (Continued) 
Variables 
Aged 55-64 (N=190 ) Aged 65 + (N =196 ) 
Frequency" %° Frequency* % 
Occupational status 
Working full time, paid 
Working part time, paid 
Working full time, unpaid 
Working part time, unpaid 
Retired 
Unemployed, looking for a job 
Other 
89 
31 
3 
3 
43 
I 
14 
46.8 
16.3 
1.6 
1.6 
22.6 
0.5 
7.4 
9 
14 
3 
1 
155 
0 
6 
4.8 
7.4 
1.6 
0.5 
82.4 
0 
3.2 
Years since retirement 
Less than 5 
5-9 
10-14 
15-19 
20-24 
25 or more 
27 
11 
4 
3 
1 
58.7 
23.9 
8.7 
6.5 
2.2 
19 
29 
34 
30 
21 
14 
12.9 
19.7 
23.1 
20.4 
14.3 
9.5 
Religion 
Protestant 
Jewish 
Muslim 
Catholic 
No religious affiliation 
Other 
124 
0 
0 
53 
5 
5 
65.3 
0 
0 
27.9 
2.6 
2.6 
125 
2 
0 
53 
7 
8 
64.1 
1.0 
0 
27.2 
3.6 
4.1 
Years lived in community 
Less than 10 
10-19 
20-29 
30-39 
40-49 
50 or more 
12 
24 
27 
42 
28 
55 
6.4 
12.8 
14.4 
22.3 
14.9 
29.3 
14 
19 
17 
21 
40 
79 
7.1 
10.0 
8.9 
1 1 1  
21.1 
41.6 
Location 
Urban 
Rural 
97 
91 
51.6 
48.4 
93 
102 
52.0 
47.7 
b some total count and percent values may not be equal to the sample size and 100 % due to 
missing data. 
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were widowed. The majority of the middle-aged respondents reported annual household 
incomes between $25,000 to $74,999 (70.1 %), while the older respondents indicated annual 
household incomes less than $25,000 (50.7%) and $25,000 to $74,999 (34.0 %). The most 
common level of education completed was high school and some college or vocational 
school for both middle-aged (68.5%) and older women (64.7%). About 10% of middle-aged 
and 13% of older respondents held graduate degrees while 5% of middle-aged women and 
13% of older women did not have a high school diploma. Most middle-aged respondents 
(66.3%) participated in either paid or unpaid labor forces, while only 14.4% of older 
respondents were currently participating in the workforce. The majority of the older women 
were retired (82.4%), while 22.65% of the middle-aged women were retired. Sixty-five 
percent of the middle-aged respondents and 64.1% of the older respondents were Protestants 
in their religious affiliation. The next most frequent religious affiliation was Catholic for the 
middle-aged consumers (27.9%) and for the older consumers (27.2%). The majority of both 
middle-aged (66.5%) and older participants (73.8 %) had lived in their community for more 
than 30 years. With respect to older female consumers' mode of transportations for 
shopping, the majority of middle-aged (94%) and older female consumers (84.7%) drove 
their own cars for shopping. 
Testing Hypotheses H1-H6 
Results of factor analyses 
Principal components factor analyses were conducted to determine underlying 
dimensions of the following multi-item constructs: activities, apparel shopping orientations, 
apparel shopping information sources, and life satisfaction. Cronbach's coefficient alpha 
was calculated to measure internal consistency of item loadings. The minimally acceptable 
reliability for the study was established at 0.70 (Nunnally, 1994). High reliability provided 
partial evidence of construct validity. Once dimensions of a research construct were 
identified, the variables were given names based on conceptual themes from the item 
loadings. All new variables were summed and averaged and then the means, medians, 
modes, and standard deviations were calculated. Also a histogram was viewed for the 
evidence of skewness for further analyses. 
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Activities 
The factor analysis for the activity construct was performed on 22 items adopted from 
previous research (Lemon, Bengtson, & Peterson, 1972; Reitzes, Mutran, & Verrill, 1995) 
and two items suggested by respondents in the pilot study. Prior to factor analysis, 
correlation matrices were examined to remove any item if it was not correlated to one other 
item. Results of the correlation analysis of the scale showed that all items were correlated to 
at least one other item. All items were included in the factor analysis. Principal components 
factor analysis with varimax rotation was conducted on the 24 items measuring types of 
activities. Results of the preliminary factor analysis of the activity items suggested seven 
possible factors with eigenvalues greater than I. The seven factors explained 58.04% of the 
total variance in respondents' activities. However, the scree plot suggested three factors 
above the "elbow" of horizontal and vertical axis appearing in the plot, indicating that there 
were only three distinctive factors accounting for the major meaningful variance in the 
matrix of correlations. In the final solution, three factors were extracted and accounted for 
37.28% of the total variance. Of the 24 items, 18 items were loaded on three factors with 
loading ranging from 0.70 to 0.42. The remaining six items were excluded for further 
analyses, since they were found to load highly on more than one factor and/or had loadings 
less than 0.40. Table 4.2 presents the factor items and their respective factor loadings. 
The emergence of three factors for the activity construct was consistent with previous 
research (Lemon, Bengtson, & Peterson, 1972; Reitzes, Mutran, & Verrill, 1995). The first 
factor, consisting of six items with a Cronbach's alpha value of 0.73, was named Leisure 
Activity because item loadings highly on this factor reflected various aspects of leisure 
activities such as visiting museums, traveling, and going shopping. Although Lemon, 
Bengtson, and Peterson (1972) had a similar concept called "solitary activities" instead of 
Leisure Activity, all six activities in this study were interactively conducted outside of the 
home with others. The second factor, composed of seven items with a Cronbach's alpha 
value of 0.70, was labeled Informal Social Activity because item loadings on this factor 
reflected various aspects of more informal social activities, such as seeing relatives and 
neighbors and spending time with family. The third factor, containing four items of activities 
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Table 4.2. Factors Derived from the Activity Questions 
Factor Title and Scale Items Factor 1 Factor 2 Factor 3 
Leisure Activity 
• Visiting museums and exhibits .66 
• Traveling .60 
• Going to movies .59 
• Renting videos .53 
• Going to restaurants .51 
• Going shopping .48 
• Exercising or playing sports .42 
Informal Social Activity 
• Attending children's activities .68 
• Attending school events .63 
• Seeing relatives .60 
• Spending time with family .50 
• Playing cards or other indoor games .48 
• Watching sports events .48 
• Seeing neighbors .42 
Formal Social Activity 
• Community meetings .70 
• Voluntary associations .67 
• Classes and lectures .65 
• Professional events or union .64 
meetings 
Eigenvalue 4.83 2.37 1.74 
% of variance explained 20.17 9.86 7.24 
Cronbach's alpha .73 .70 .70 
Items Excluded 
• Seeing friends 
• Church events 
• Reading books and news papers 
• Watching TV 
• Working on hobbies 
• Attending plays 
50 
with a Cronbach's alpha value of 0.70, was named Formal Social Activity because items 
loading highly on this factor reflected various aspects of more formal social activities such as 
community meetings and voluntary associations. 
Items that loaded on each of the three factors were summed and averaged, the mean 
and standard deviation (SD) were then calculated, and a histogram was viewed for evidence 
of skewness. The averaged score of the first factor, Leisure Activity, had a range of 1.14 to 5 
on a 5-point scale with a mean of 2.67 (SD = 0.76). The skewness and histogram of the 
variable suggested that the responses on the variable were normally distributed. The 
Informal Social Activity factor had a range of 1 to 5 with a mean of 3.14 (SD = 0.81) and a 
normal distribution. The averaged score of the Formal Social Activity factor ranged from I 
to 5 and had a mean of 2.24 (SD = 1.0). The skewness and histogram of this variable showed 
slightly skewed to the left, meaning that respondents were participated frequently less in 
formal social activities on average. 
Apparel shopping orientations 
Factor analysis of the apparel shopping orientation construct was performed on 16 
items adopted from previous research (Francis & Burns, 1992; Gutman & Mills, 1982; 
Lumpkin & Darden, 1982; Wells & Tigert, 1971; Wilkes, 1992). Correlations of the scale 
items were calculated and results showed all items were correlated to at least one other item 
at a significant level (p < .05). All 16 items were included for factor analysis. The 
preliminary principal components factor analysis identified four possible factors with 
eigenvalues greater than 1. These four factors explained 64.87% of the total variance. 
However, among the identified four factors, the fourth factor consisting of two items was 
removed for further analysis because the two items highly or evenly loaded on more than one 
factor. The excluded items were "I don't like to go apparel shopping" and "I often go 
shopping to get ideas even though I have no intension of buying." Another factor analysis 
with varimax rotation using the remaining 14 items was employed. Three factors emerged 
and accounted for 60.97 % of the total variance in respondents' apparel shopping 
orientations. An additional item, "An important part of my life and activities is dressing 
smartly," was excluded because it loaded on all three factors with a minuscule difference. 
Table 4.3 provides the factor items and their factor loadings. 
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Although items for the apparel shopping orientation scale were adopted from 
previous scales, the results of factor analysis showed somewhat different loadings on the 
factors than found in prior research. An interesting finding was that an item, "I like to shop 
for clothes," adopted from Francis and Burns' (1992) "Fashion Involvement" scale, loaded 
with Gutman and Mills's (1982) "Shopping Enjoyment" scale. 
The first factor consisted of four items and was labeled Fashion Involvement with a 
Cronbach's alpha value of 0.78. The second factor of five items was named Fashion Interest 
with a Cronbach's alpha value of 0.79. The third factor contained four items and was named 
Apparel Shopping Enjoyment with a Cronbach's alpha value of 0.84. 
Items that loaded on each of the three factors were summed and averaged, the mean 
and standard deviation (SD) were then calculated, a histogram was viewed for evidence of 
skewness. The averaged score of the first factor, Fashion Involvement, had a range of 1 to 5 
on a 5-pont scale with a mean of 3.50 and a SD of 0.81. The skewness and histogram of the 
variable suggested that the responses on the variable were normally distributed. The second 
factor, Fashion Interest, ranged from 1 to 5 with a mean of 2.63 and a SD of 0.82. The 
skewness and histogram of the variable indicated a normal distribution. The final factor, 
Apparel Shopping Enjoyment, had a range of I to 5, a mean of 2.91 (SD = 1.0), and a normal 
distribution. 
Apparel shopping information sources 
The factor analysis of the apparel shopping information source construct was 
conducted on 14 items adopted from previous studies (Greco, Paksoy, & Robbins, 1989; 
Klippel & Sweeny, 1974; Lumpkin & Festervand, 1987; Strutten & Lumpkin, 1992) and an 
item suggested by the researcher. Principal components factor analysis with oblique rotation 
was employed to maximize loadings on factors. The preliminary results of the factor 
analysis suggested four factors with eigenvalues greater than 1. The four factors explained 
61.69 % of the total variance in respondents' apparel shopping information sources. 
However, the scree plot suggested two factors above the "elbow" of horizontal and vertical 
axis appeared in the plot, indicating that there were only two distinctive factors accounting 
for the variance. 
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Table 4.3. Factors Derived from the Apparel Shopping Orientation Questions 
Factor Title and Scale Items F1 F 2 F3 
Fashion Involvement 
• I pay a lot of attention to pleasing color combinations. .81 
• I carefully coordinate the accessories that I wear with each 
outfit. .80 
• I look over the clothing in my wardrobe each season so 
that I know what I have. .78 
• I have something to wear for every occasion that occurs. .54 
Fashion Interest 
• It is important to me that my clothes be of the latest style. .77 
• I often try the latest hairdo style when they change. .71 
• When I must choose between the two I usually dress for 
fashion not for comfort. .69 
• A person should try to dress in style. .62 
• I usually have one or more outfits that are of the latest 
style. .57 
Apparel Shopping Enjoyment 
• I go apparel shopping often. .82 
e I like to go to stores to see what's new in clothing. .80 
• I like to shop in many different stores. .74 
• I like to shop for clothes. .70 
Excluded Items 
e I don't like to go apparel shopping. (R) 
« I often go shopping to get ideas even though I have no 
intention of buying. 
• An important part of my life and activities is dressing smartly. 
Eigenvalue 5.86 1.43 
% of variance explained 41.86 10.21 
Cronbach's alpha .78 .79 
1.25 
8.91 
.84 
53 
Thus, for the final factor solution, two factors were extracted that explained 44.71% of the 
total variance. Of 15 items, 12 items were loaded on two factors with loadings ranging from 
0.54 to 0.80. The remaining three items, "catalogs," "friends," and "family members", were 
excluded for further analyses because they split-loaded on the two factors. Table 4.4 
provides factor items and their loadings. A moderate correlation between the two factors was 
found with 0.37, indicating a moderate conceptual overlap in the factors. 
The first factor, consisting of seven items, was named Media Information Seeking 
with a Cronbach's alpha value of 0.81, since item loadings highly on this factor reflect 
various aspects of media information such as TVs, radios, and newspapers. The second 
factor contained five items and was labeled Merchandizing Information Seeking with a 
Cronbach's alpha value of 0.75 because item loadings highly on this factor reflect various 
aspects of merchandizing information such as store displays, store reputations, and 
salespersons. 
Items loaded on each of the two factors were summed and averaged, the mean and 
standard deviation (SD) were then calculates, and a histogram was viewed for evidence of 
skewness. The Media Information Seeking variable ranged from 1 to 5 and had a mean of 
2.44 with a SD of 0.80. The skewness and histogram of the variable suggested that the 
responses on the variable were normally distributed. The Merchandising Information 
Seeking factor had a range of 1 to 5 with a mean of 3.37 (SD = 0.78) and a normal 
distribution. 
Life satisfaction 
The factor analysis of the life satisfaction construct was performed on 12 items drawn 
from Life Satisfaction Index A, developed by Neugarten, Havighurst, and Tobin (1961). The 
preliminary factor analysis with varimax rotation suggested two possible factors with 
eigenvalues greater than 1. The two factors explained 47.65% of the total variance in 
respondents' life satisfaction. However, the scree plot indicated one factor above the 
"elbow" of the horizontal and vertical axes appeared in the plot, suggesting that there was 
only one distinctive factor accounting for a major portion of the variance in the matrix of 
correlations. In the final factor solution, one factor was extracted and accounted for 36.94% 
of the total variance. The factor included all 12 items with loading ranging from 0.75 to 0.42 
54 
and was named Life Satisfaction (see Table 4.5). The coefficient alpha for Life Satisfaction 
was 0.84, indicating acceptable reliability. 
Table 4.4. Factors Derived from the Apparel Shopping Activity Information Source 
Questions 
Factor Title and Scale Items FI F2 
Media Information Seeking 
• Television .74 
• Radio .70 
• Newspaper .69 
• Magazines .68 
• Celebrity experts .66 
• Government reports/approvals .62 
• Internet 
Merchandising Information Seeking 
•. Store display .80 
• Store reputations .79 
• Personal experiences .68 
• Packages/labels/displays .64 
• Salespersons .54 
Excluded Items 
• Catalogs 
• Friends 
• Family members 
Eigenvalue 
% of variance explained 
Cronbach's alpha 
4.79 1.91 
31.96 12.75 
.81 .78 
Items loaded on the factor were summed and averaged, the mean and standard 
deviation (SD) were then calculated, and a histogram was viewed for evidence of skewness. 
The averaged score of the life satisfaction factor had a range of 1 to 5 with a mean of 3.64 
(SD = 0.63). The skewness and histogram of the variable suggested that the response on the 
variable was normally distributed. 
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Table 4. 5. Factors Derived from the Life Satisfaction Questions 
Scale Items Life Satisfaction 
• I am just as happy as when I was young. .75 
• As I grow older, things seem better than I thought they would be. .73 
• As I look back on my life, I am fairly well satisfied. .69 
• I've gotten pretty much what I expected out of life. .64 
• Compared to other people, I get down in the dumps too often, (r) .63 
• Most of things that I do are boring or monotonous, (r) .62 
• I feel old and somewhat tired, (r) .58 
• I have gotten more of the breaks in life than most of the people I 
know. .58 
• I would not change my past life even if I could. .55 
• I have made plans for things I'll be doing a month or a year from now. .53 
• I expect some interesting and pleasant things to happen to me in the 
near future. .51 
• Compared to other people my age, I make a good appearance. .42 
Eigenvalue 4.44 
% of variance explained 34.14 
Cronbach's alpha .84 
Note: (r) denotes that an item was reverse-coded. 
Results of Mests 
Differences between older female consumers aged 55-64 and those aged 65+ 
One of the research objectives was to compare and contrast older female consumers 
aged 55-64 and those aged 65 and older in terms of activities, apparel shopping orientations, 
and apparel shopping activities. Independent-samples Mests were employed to determine if 
there were significant differences in the means between late middle-aged and older 
consumers in activities, apparel shopping orientations, and apparel shopping activities. A 
hypothesis was considered to be supported when there was a significant mean difference in a 
variable between middle-aged and older women at the critical value of significance (p < .05). 
Table 4.6 provides the results of Mests including means, standard deviations, and statistical 
significance. 
Table 4.6. Independent Samples 7-tests between Older Female Consumers Aged 55-64 and Those Aged 65+ 
Aped 55-64 Aged 65+ 
Variables Mean SD Mean SD T Sig. 
Leisure activity 2.69 0.73 2.65 0.79 0.56 .578 
Informal social activity 3.08 0.77 3.19 0.85 -1.28 .203 
Formal social activity 2.19 0.94 2.29 1.07 -0.97 .334 
Fashion Involvement 3.50 0.79 3.49 0.82 0.09 .926 
Fashion interest 2.63 0.81 2.62 0.84 0.11 ,910 
Apparel shopping enjoyment 2.96 0.98 2.87 1.03 0.89 .372 
Apparel shopping locations 3.24 1.14 2.81 1.25 3.14 .002** 
Apparel shopping hours 3.80 2.58 3.66 2.54 0.50 .620 
Apparel shopping frequency 2.08 1.79 2.17 1.77 -0.50 .620 
Apparel purchasing frequency 1.83 1.40 1.82 1.56 0.05 .962 
Apparel expenditures 3.14 2.31 2.44 1.72 3.35 .001** 
Media information seeking for apparel shopping 2.34 0.73 2.55 .85 -2.55 .011* 
Merchandising information seeking for apparel 3.47 0.68 3.26 .86 2.71 .007** 
shopping 
* Significant at 0.05 
** Significant at 0.01 
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H1 : There will be significant differences between older female consumers 
aged 55-64 and those aged 65 and older in participation in activities: a) 
Leisure Activity, b) Informal Social Activity, c) Formal Social Activity. 
Hypotheses HI-a through Hl-c, suggesting there would be significant differences 
between middle-aged and older female consumers' participation in leisure, informal social, 
and formal social activities, were not supported. Results of Mests indicated that at a 
confidence level of 95%, there were no significant differences between the two groups of 
consumers in participation in leisure, informal social, and formal social activities. Both 
consumer groups actively participated in leisure and informal social activities and 
participated less in formal social activities. 
H2: There will be significant differences between older female consumers 
aged 55-64 and those aged 65 and older in apparel shopping orientations: a) 
Fashion Involvement, b) Fashion Interest, and c) Apparel Shopping 
Enjoyment. 
Hypotheses H2-a through H2-c, predicting significant differences between middle-
aged and older female consumers' fashion involvement, fashion interest, and apparel 
shopping enjoyment, were not supported. Similar to participation in activities, results of t-
tests also found no differences between middle-aged and older consumers' fashion 
involvement, fashion interest, and apparel shopping enjoyment. Overall, both middle-aged 
and older female consumers showed above mean scores (2.5 on a 5-point scale) in fashion 
involvement, fashion interest, and apparel shopping enjoyment. Both groups of consumers 
had higher levels of fashion involvement than fashion interest and apparel shopping 
enjoyment. 
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H3: There will be significant differences between older female consumers 
aged 55-64 and those aged 65 and older in apparel shopping activities: a) 
Apparel Shopping Locations, b) Apparel Shopping Hours, c) Apparel 
Shopping Frequency, d) Apparel Purchasing Frequency, e) Apparel 
Expenditures, f) Media Information Seeking for Apparel Shopping, and g) 
Merchandising Information Seeking for Apparel Shopping. 
Hypotheses H3-a through H3-g addressed that there would be significant differences 
between middle-aged and older female consumers' apparel shopping activities regarding 
apparel shopping locations, apparel shopping hours, apparel shopping frequency, apparel 
purchasing frequency, apparel expenditures, media information seeking for apparel shopping, 
and merchandising information seeking for apparel shopping. Results of /-tests showed 
significant differences between middle-aged and older women' scores on apparel shopping 
locations (t = 3.14, p = .002), apparel shopping expenditures (t = 3.35, p = .001), media 
information seeking for apparel shopping (f = -2.55, p = .001), and merchandising 
information seeking for apparel shopping (/ = 2.71, p = .007). Middle-aged consumers were 
engaged in more varieties of apparel shopping locations, spent more money on apparel, and 
were more engaged in merchandising information seeking for apparel shopping and less 
engaged in media information seeking for apparel than older consumers. Thus, hypotheses 
H3-a, H3-e, H3-f, and H3-g were supported. 
However, there were no significant differences found between the two groups of 
consumers in terms of apparel shopping hours, apparel shopping frequencies, and apparel 
purchasing frequencies. Both groups of consumers had similar levels of apparel shopping 
hours, apparel shopping frequencies, and apparel purchasing frequencies. Therefore, 
hypotheses H3-b, H3-c, and H3-d were not supported. 
Although the results of Mests found some differences between older female 
consumers aged 55 to 64 and those aged over 65 in apparel shopping activity variables, there 
were no significant differences found in the two groups of consumers for variables involving 
participation in activities and apparel shopping orientation variables. In addition to the 
activity, apparel shopping orientation, and apparel shopping activity variables, Mest found no 
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difference between the two groups in life satisfaction. Thus, the two groups of middle-aged 
and older consumers were combined into a single group for the further analysis of the 
nomological model. 
Differences between urban and rural older female consumers 
In order to examine differences between urban and rural older consumers in activities, 
apparel shopping orientations, and apparel shopping activities, independent-samples /-tests 
were also employed. Table 4.7 presents a summary of results including means, standard 
deviations, and statistical significance. A hypothesis was considered to be supported when 
there was a significant mean difference in a variable between urban and rural women at the 
critical value of significance (p < .05). 
H4: There will be significant differences between urban and rural older 
female consumers in participation in activities: a) Leisure Activity, b) Informal 
Social Activity, c) Formal Social Activity. 
Hypotheses H4-a through H4-c suggested that there would be significant differences 
between urban and rural female consumers' participation in leisure, informal social, and 
formal activities. Results of Mests showed that there was a significant difference in informal 
social activities (t = 2.\5,p = .032) and thus supported hypothesis H4-b. Rural older female 
consumers in this sample participated more frequently in informal activities than urban older 
female consumers. However, there was no significant difference found in participation in 
leisure and formal social activities between urban and rural older female consumers. Both 
urban and rural older female consumers actively participated in leisure activities and 
participated less in formal social activities. Thus, hypotheses H4-a and H4-c were not 
supported. 
H5: There will be significant differences between urban and rural older 
female consumers in apparel shopping orientations: a) Fashion Involvement, 
b) Fashion Interest, and c) Apparel Shopping Enjoyment. 
Table 4.7. Independent Samples T- tests between Urban and Rural Older Female Consumers 
Variables Mean 
Urban 
SD Mean 
Rural 
SD / Sig. 
Leisure activity 2.73 0.74 2.62 0.78 -1.33 .185 
Informal social activity 3.05 0.80 3.23 0.81 2.15 .032* 
Formal social activity 2.14 1.00 2.33 1.00 1.78 .076 
Fashion Involvement 3.53 0.84 3.47 0.78 -0.71 .478 
Fashion interest 2.63 0.84 2.63 0.81 0.07 .944 
Apparel shopping enjoyment 2.84 1.10 2.99 0.95 1.43 .153 
Apparel shopping locations 2.99 1.31 3.07 1.39 0.55 .581 
Apparel shopping hours 3.88 2.60 3.57 2.48 -1.20 .232 
Apparel shopping frequency 2.31 2.00 1.96 1.54 -1.84 .067 
Apparel purchasing frequency 1.87 1.47 1,79 1.51 -0.52 .602 
Apparel expenditures 2.88 2.15 2.73 1.99 -0.70 .487 
Media information seeking for apparel shopping 2.37 0.78 2.51 0.80 1.65 .100 
Merchandising information seeking for apparel 3.29 0.83 3.44 0.73 1.87 .062 
shopping 
* Significant at 0.05 
*** Significant at 0.001 
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Hypotheses HS-a through H5-c, addressing significant differences between urban and 
rural older female consumers' fashion involvement, fashion interest, and apparel shopping 
enjoyment, were not supported. Both urban and rural consumers showed above mean scores 
(2.5 on a 5-point scale) in fashion involvement, fashion interest, and apparel shopping 
enjoyment. Both groups of consumers had higher levels of fashion involvement than fashion 
interest and apparel shopping enjoyment. 
H6: There will be significant differences between urban and rural older 
female consumers in apparel shopping activities: a) Apparel Shopping 
Locations, b) Apparel Shopping Hours, c) Apparel Shopping Frequency, d) 
Apparel Purchasing Frequency, e) Apparel Expenditures, f) Media 
Information Seeking for Apparel Shopping, andg) Merchandising Information 
Seeking for Apparel Shopping. 
Hypotheses H6-a through H6-c, predicting there would be significant differences 
between urban and rural older female consumers in apparel shopping locations, apparel 
shopping hours, apparel shopping frequency, apparel purchasing frequency, e) apparel 
expenditures, f) media information seeking for apparel shopping, and g) merchandising 
information seeking for apparel shopping, were not supported. Results of t-test showed both 
groups of urban and rural older female consumers had similar levels of participation in 
apparel shopping activities. 
Although the results of Mests found differences between urban and rural consumers 
in participation in informal social activities, the study did not find any significant difference 
in leisure and formal social activities, fashion involvement, fashion interest, apparel shopping 
enjoyment, and all apparel shopping activity variables. In addition to activity, apparel 
shopping orientation, and apparel shopping variables, Mests showed no difference between 
the two groups of consumers in life satisfaction. Therefore, the two groups of urban and 
rural older female consumers were combined into a single group for the further analysis of 
the nomological model. 
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Testing of Hypotheses H7-H12 
Development of the apparel shopping activity variable 
For further analyses using multiple and hierarchical regressions, an apparel shopping 
activity variable was developed. In the prior analysis of testing hypotheses HI through H6, 
the apparel shopping activity construct consisted of seven variables: Apparel shopping 
location, Apparel shopping hours, Apparel shopping frequency, Apparel purchasing 
frequency, Apparel expenditures, Media information seeking for apparel shopping, and 
Merchandising information seeking for apparel shopping. Of seven variables, five variables 
(Apparel shopping location, Apparel shopping hours, Apparel shopping frequency, Apparel 
purchasing frequency, and Apparel expenditures) were generated by the researcher and the 
two other variables (Media information seeking for apparel shopping and Merchandising 
information seeking for apparel shopping) were suggested by the prior factor analysis of the 
apparel shopping information source scale (Greco, Paksoy, & Robbins, 1989; Klippel & 
Sweeny, 1974; Lumpkin & Festervand, 1987; Strutten & Lumpkin, 1992). However, for 
testing hypotheses H7-H12 the seven separate variables were factor analyzed in an effort to 
determine whether or not a single dependent variable actually existed. 
Since seven separate variables involving apparel shopping activity were measured by 
a variety of scales, all variables were standardized. Principal components factor analysis was 
performed on the seven standardized variables, and one single factor with an eigenvalue 
greater than I emerged. The factor accounted for 41.34% of the total variance in apparel 
shopping activities. Though all seven items loaded on the single factor, Apparel shopping 
location was excluded for further analyses because it had a loading less than 0.40. The single 
factor resulting from the analysis was named Apparel shopping activity and had a 
Cronbach's alpha value of 0.76, indicating acceptable reliability (see Table 4.8). 
Items loaded on the factor were summed and averaged, the mean and standard 
deviation (SD) were then calculated, a histogram was viewed for evidence of skewness. The 
averaged score of the apparel shopping activity factor had a range of 0.63 to 6.91 with a 
mean of 2.71 (SD = 1.12). The skewness and histogram of the variable suggested that the 
variable was normally distributed. 
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Table 4.8. Factors Derived from the Apparel Shopping Activity Questions 
Items Loadings 
Apparel shopping frequency .84 
Apparel purchasing frequency .83 
Apparel shopping hours .79 
Media information seeking for apparel shopping .52 
Apparel expenditures .51 
Merchandizing information seeking for apparel shopping .47 
Excluded Item 
• Apparel shopping location 
Eigenvalue 
% of variance explained 
Cronbach's alpha 
2.90 
41.34 
.76 
Results of correlation analyses 
Prior to multiple and hierarchical regression analyses, correlations among the 
following independent and dependent variables were calculated: age; education; income; 
self-assessed health; leisure; informal social; formal social activities; fashion involvement; 
fashion interest; apparel shopping enjoyment; apparel shopping activities; and life 
satisfaction. Correlation coefficients were calculated to diagnose the possibility of 
multicollinearity among the independent variables as well as to select variables to be 
included in the regression analysis. Correlation matrices of the variables are shown in Table 
4.9. At a significant level of 0.05, the larger the absolute value of r, the stronger the 
association between variables becomes. 
Relationships between selected consumer characteristics and activities, apparel 
shopping orientations, apparel shopping activities, and life satisfaction 
Age was negatively correlated with income (r = -0.33, p < 0.01) and self-assessed 
health (r = -0.12,/? < 0.05). Older women tended to have lower income and felt less healthy 
than younger women. However, one interesting finding was that there was no significant 
Table 4.9 Correlations among the Variables (N= 386) 
Variables 1 2 3 4 5 6 7 8 9 10 11 12 
1. Age 1.00 
2. Education -.10 1.00 
3. Income -.33** .26** 1.00 
4. Health -.12* .19** .23** 1.00 
5. Leisure -.05 .18** .24** .20** 1,00 
activity 
6. Informal social .06 .00 .05 .06 .45** 1.00 
activity 
7. Formal social .10 .24** 13* .21** .35** .23** 1.00 
activity 
8. Fashion .04 .23** .28** 
...| 
.18** .36** .14** .29** 1.00 
involvement 
9. Fashion interest .07 14** .18** .13** .39** 21** .23** .53** 1.00 
10. Shopping -.05 12* .18** 15** .42** .22** .26** .48** .53** 1.00 
enjoyment 
11, Apparel -.03 .13* .18** .10 .38** .22** .18** .37** 41** .56** 1.00 
shopping activity 
12, Life satisfaction .03 .33** .36** .44** .35** .22** .30** .34** .20** 17** .19** 1.00 
* Correlation is significant at the .05 level (2-tailed) 
** Correlation is significant at the .01 level (2-tailed) 
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relationship between age and education. Results of correlation analyses also indicated that 
age was not correlated with any other variables, such as Leisure Activity, Informal Social 
Activity, Formal Social Activity, Fashion Involvement, Fashion Interest, Apparel Shopping 
Enjoyment, Apparel Shopping Activity, and Life Satisfaction. 
Education was positively related to income (r = 0.26, p < 0.01) and self-assessed 
health (r = 0.19, p < 0.01). Older women who had higher levels of education had more 
income and were more likely to perceive they were in good health than those who had lower 
levels of education. Education was also significantly and positively related to Leisure 
Activity (r = 0.18, p < 0.01) and Formal Social Activity (r = 0.24, p < 0.01 ). Older 
consumers who had higher levels of education participated more in leisure activities and 
formal social activities than those who had lower levels of education. However, education 
was not related to participation in informal social activities. In addition to participation in 
activities, Fashion Involvement (r = 0.23, p < 0.01), Fashion Interest (r = 0.12, p< 0.05), 
Apparel Shopping Enjoyment (r = 0.14, p < 0.01), and Apparel Shopping Activity (r = 0.13, 
p < 0.05) were significantly correlated with education. Older female consumers who had 
higher levels of education had higher levels of apparel shopping orientations and were more 
engaged in apparel shopping activities than those who had lower levels of education. With 
regard to life satisfaction, older female consumers' education levels were positively related to 
life satisfaction (r = 0.33, p < 0.01). Older female consumers who had higher levels of 
education held higher levels of life satisfaction than those who had lower levels of education. 
Income was positively correlated with self-assessed health (r = 0.23, p < 0.01). Older 
female consumers who had more income felt healthier than those who had less income. The 
results of correlations also suggested that income had significant and positive relationships 
with Leisure Activity (r = 0.24, p < 0.01) and Formal Social Activity (r = 0.13, p < 0.05). 
Older female consumers who had higher income participated more in leisure activities and 
formal social activities. However, income was not correlated to Informal Social Activity. 
Income was positively associated with Fashion Involvement (r = 0.28, p < 0.01), Fashion 
Interest (r = 0.18, p < 0.01), Apparel Shopping Enjoyment (r = 0.18, p < 0.01), and Apparel 
Shopping Activity (r = 0.18, p < 0.01). Older women who had more income had higher 
levels of apparel shopping orientations and were more involved in apparel shopping activities 
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than those who had less income. Furthermore, older female consumers' income was 
significantly and positively correlated with life satisfaction (r = 0.36, p < 0.01). Older 
females who had more income had higher levels of life satisfaction than those who had less 
income. 
Self-assessed health was positively associated with Leisure Activity (r = 0.20, p < 
0.01) and Formal Social Activity (r = 0.21, p < 0.01 ). Older female consumers who felt 
healthier participated more in leisure activities and formal social activities than those who 
felt less healthy. However, self-assessed health was not correlated to Informal Social 
Activity. Self-assessed health was also significantly and positively related to Fashion 
Involvement (r = 0.18, p < 0.01 ), Fashion Interest (r = 0.15, p < 0.01 ), and Apparel Shopping 
Enjoyment (r = 0.13,/? < 0.05). Older female consumers who felt healthy had higher levels 
of apparel shopping orientations than those who felt less healthy. Self-assessed health was 
not correlated with Apparel Shopping Activity. With regard to life satisfaction, self-assessed 
health was significantly related to life satisfaction (r = 0.44, p < 0.01). Older female 
consumers who perceived they were in good health had higher levels of life satisfaction. 
Relationships between activities and apparel shopping orientations, apparel 
shopping activities, and life satisfaction 
The results of correlation analyses suggested that Leisure Activity was significantly 
and positively related to Fashion Involvement (r = 0.36, p < 0.01), Fashion Interest (r = 0.42, 
p < 0.01 ), Apparel Shopping Enjoyment (r = 0.39, p < 0.01), and Apparel Shopping Activity 
(r = 0.38, p < 0.01). Older consumers who participated more in leisure activities had higher 
levels of fashion involvement, fashion interest, and apparel shopping enjoyment, and 
participated more in apparel shopping activities, than those who participated less in leisure 
activities. Leisure Activity was also significantly and positively related to life satisfaction (r 
= 0.35, p < 0.01). Older female consumers who participated more in leisure activities had 
higher levels of life satisfaction than those who participated less in those activities. 
Informal Social Activity was significantly correlated to Fashion Involvement (r = 
0.14, p < 0.01), Fashion Interest (r = 0.22, p < 0.01), Apparel Shopping Enjoyment (r = 0.21, 
p < 0.01), and Apparel Shopping Activity (r = 0.22, p < 0.01). Older female consumers who 
participated in higher levels of informal social activities had higher levels of apparel 
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shopping orientations and were more engaged in apparel shopping activities. In addition, 
Informai Social Activity was positively associated with life satisfaction (r = 0.22, p < 0.01). 
Older female consumers who participated more in informal social activities had higher levels 
of life satisfaction than those who participated less in those activities. 
Formal Social Activity was positively correlated to Fashion Involvement (r = 0.29, p 
< 0.01), Fashion Interest (r = 0.26, p < 0.01), Apparel Shopping Enjoyment (r = 0.23, p < 
0.01 ), and Apparel Shopping Activity (r = 0.18, p < 0.01 ). Older female consumers who 
more frequently participated in formal social activities had higher levels of fashion 
involvement, fashion interest, apparel shopping enjoyment, and apparel shopping activities 
than those who less frequently participated in those activities. Formal Social Activity was 
also positively associated with life satisfaction (r = 0.30, p < 0.01). Older female consumers 
who participated more in formal social activities had higher levels of life satisfaction than 
those who participated less in those activities. 
Relationships between apparel shopping orientations and apparel shopping 
activities and life satisfaction 
The results of correlation analyses revealed that Fashion Involvement (r = 0.37, p < 
0.01), Fashion Interest (r = 0.56, p < 0.01), and Apparel Shopping Enjoyment (r = 0.41, p < 
0.01) were significantly and positively correlated with Apparel Shopping Activity. Older 
female consumers who had higher levels of fashion involvement, fashion interest, and 
apparel shopping enjoyment were more actively engaged in apparel shopping activities. 
With regard to life satisfaction, older female consumers' life satisfaction was significantly 
correlated with Fashion Involvement (r = 0.34, p < 0.01), Fashion Interest (r = 0.17, p < 
0.01), and Apparel Shopping Enjoyment (r = 0.20, p < 0.01). Older female consumers who 
were more actively involved in fashion, more interested in fashion, and enjoyed apparel 
shopping more had higher levels of life satisfaction. 
Relationship between apparel shopping activities and life satisfaction 
The results of correlation analyses indicated that apparel shopping activity (r = 0.19, 
p < 0.01) was significantly and positively associated with life satisfaction. Older female 
consumers who participated more frequently in apparel shopping activities had higher levels 
of life satisfaction than those who participated less frequently in apparel shopping activities. 
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Results of multiple regression analyses 
Prior to interpreting the results of multiple regression analyses, regression diagnostics 
were examined for all independent variables. The Variance Inflation Factor (VIF) and 
tolerance were examined. A maximum VIF value of 10 for all independent variables was 
considered an indicator of severe multicollinearity (Nunnally, 1994). Also, if tolerance had 
been low, close to zero, it would also have been considered an indicator of multicollinearty 
possibilities (Bryman & Cramer, 1999). No multicollenearity problems were detected 
among independent variables. Pearson productmoment correlations also suggested that there 
were no pairs of independent variables showing a correlation coefficient of 0.80 or higher. 
Plots of residuals of independent variables were examined and there were no outliers or 
influential data points found. The plots of residuals also showed normal distributions and 
error variances were constant. Thus, all independent variables were included in multiple 
regression analyses. 
Stepwise multiple regression analyses were employed to test hypotheses H7-H12 in 
the proposed nomological model (see Figure 2.1). A series of stepwise multiple regressions 
were performed to examine which of older female consumers' characteristic variables best 
explained variances in activity, apparel shopping orientation, and apparel shopping activity 
variables; which of the older consumers' activity variables best explained variances in 
apparel shopping orientation and apparel shopping activity variables; and which of the older 
consumers' apparel shopping orientation variables best explained variances in apparel 
shopping activity. 
H7: There will be direct relationships between older female consumers' 
characteristics (Age, Education, Income, and Health) and levels of 
participation in the following activities: a) Leisure Activity, b) Informal Social 
Activity, and c) Formal Social Activity. 
Hypotheses H7-a through H7-c addressed relationships between multiple dimensions 
of older female consumers' characteristic variables such as age, education, income, and self-
assessed health and levels of participation in Leisure Activity (H7-a), Informal Social 
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Activity (H7-b), and Formal Social Activity (H7-c). For hypothesis H7-a, as shown in Table 
4.10, the overall regression model estimating older female consumers' participation in 
Leisure Activity was significant, (F (3,304) = 10.10,p < 0.001), accounting for 8 % of the 
variance in leisure activity participation. Of four consumer characteristic variables, the 
stepwise regression included three consumers' characteristics such as income, self-assessed 
health, and education as the independent variables. Age did not meet the criteria for stepwise 
entrance. Older female consumers who had high levels of income and education and 
perceived they were in good health participated more in leisure activities. Therefore, 
hypothesis H7-a, that there would be a direct relationship between older female consumers' 
characteristics and participation in leisure activities, was partially supported. 
Table 4.10. Multiple Regression of Leisure Activities on Consumer Characteristics 
(H7-a) 
Source df SS MS F (p value) R2 Adj. R2 
Regression 3 16.44 5.48 10.10 (< 0.001) 0.09 0.08 
Residuals 304 164.95 0.54 
Total 307 181.39 
Variables b P t value (p value) 
Income 
Self-assessed health 
Education 
Age 
0.07 
0.07 
0.07 
0.18 
0.23 
0.12 
3.15 (0.002) 
2.26 (0.024) 
2.14(0.033) 
0.46 (0.648) 
N=307 
Hypothesis H7-b, which suggested the relationship between older female consumers' 
characteristics and Informal Social Activity, was not supported. All consumer characteristic 
variables (age, income, education, and self-assessed health) failed to meet the statistical 
criteria for inclusion. 
For hypothesis H7-c, the regression model predicting older female consumers' formal 
social activities was significant (F(3,297) = 12.14,p< 0.001) and accounted for 10% of the 
variance in formal social activities (see Table 4.11). Of four consumers' characteristic 
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Table 4.11. Multiple Regression of Formal Social Activities on Consumer 
Characteristics (H7-c) 
Source df SS MS F (p value) R2 Adj. R2 
Regression 3 33.98 11.33 12.14 (< 0.001) 0.11 0.10 
Residuals 297 277.14 0.93 
Total 300 311.12 
Variables b P / value (p value) 
Education 
Self-assessed health 
Age 
Income 
0.17 
0.12 
0.02 
0.25 
0.16 
0.15 
4.48 (< 0.001) 
2.86 ( 0.005) 
2.61 ( 0.009) 
1.75 ( 0.081) 
N=300 
variables, the stepwise procedure included education, self-assessed health, and age as 
significant independent variables, but it did not include income. As age increased, older 
consumers tended to engage in higher levels of formal social activities. Also, older female 
consumers who had higher levels of education and perceived they were in good health 
participated more frequently in formal social activities. Thus, hypothesis H7-c, that there 
would be a direct relationship between older consumers' characteristics and participation in 
formal social activity, was partially supported. 
H8: There will be direct relationships between older female consumers' 
characteristics (Age, Education, Income, and Health) and the following 
apparel shopping orientations: a) Fashion Involvement, b) Fashion Interest, 
and c) Apparel Shopping Enjoyment. 
Hypotheses H8-a through H8-c addressed relationships between older female 
consumers' characteristics such as age, education, income, and self-assessed health and 
Fashion Involvement (H8-a), Fashion Interest (H8-b), and Apparel Shopping Enjoyment 
(H8-c). For hypothesis H8-a, as shown in Table 4.12, the overall regression model predicting 
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Table 4.12. Multiple Regression of Fashion Involvement on Consumer Characteristics 
(H8-a) 
Source df SS MS F (p value) R2 Adj. fl-
Regression 
Residuals 
Total 
3 
309 
312 
23.74 
179.18 
202.91 
7.91 
0.58 
13.65 (< 0.001) 0.12 o.t 1 
Variables b P t value (p value) 
Income 
Education 
Age 
Self-assessed health 
0.11 
0.08 
0.01 
0.29 
0.15 
0.15 
4.91 (< 0.001) 
2.72 ( 0.007) 
2.62 ( 0.009) 
1.88 ( 0.061) 
N=312 
older female consumers' involvement in fashion was significant (F (3,309) =13.65, p < 
0.001) and accounted for 11% of the variance in fashion involvement. The stepwise 
regression analysis included three consumer characteristic variables such as income, 
education, and age, but excluded self-assessed health. Older female consumers who had 
higher levels of income and education were more involved in fashion than were those who 
had lower levels of income and education. Also, older consumers were more involved in 
fashion than younger consumers. Thus, hypothesis H8-a that there would be a direct 
relationship between older female consumers' characteristics and fashion involvement was 
partially supported. 
For hypothesis H8-b, the regression model estimating older female consumers' 
fashion interest was significant (F(2,308) = 8.09, p < 0.001) accounting 4% of the variance 
in fashion interest (see Table 4.13). The stepwise regression included income and age, while 
it did not include education and self-assessed health. Older female consumers who had more 
income were more interested in fashion than younger consumers who had less income. 
Therefore, hypothesis H8-b, that there would be a direct relationship between consumer 
characteristics and fashion interest, was partially supported. 
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Table 4.13. Multiple Regression of Fashion Interest on Consumer Characteristics 
(H8-b) 
Source Df SS MS F (p value) R2 Adj. R2 
Regression 2 10.41 5.20 8.09 (< 0.001) 0.05 0.04 
Residuals 308 198.05 0.64 
Total 310 208.45 
Variables b P t value (p value) 
0.09 0.23 3.85 (0.001) 
0.01 0.14 2.36(0.019) 
1.82(0.070) 
1.80(0.072) 
N=310 
Income 
Age 
Education 
Self-assessed health 
Hypothesis H8-c, which suggested a direct relationship between consumer 
characteristic variables and apparel shopping enjoyment, was also partially supported. As 
shown Table 4.14, the regression model was significant (F(2, 310) = 8.17, p < 0.001) and 
explained 4% of the variance in apparel shopping enjoyment. Of four consumer 
characteristic variables, only two variables, self-assessed health and income, were included in 
the regression model. The other two variables, age and education, could not meet the 
statistical criteria for inclusion. Older female consumers who perceived they were in good 
health and had more income enjoyed apparel shopping more. 
H9: There will be direct relationships between older female consumers' 
characteristics (Age, Education, Income, and Health) and apparel shopping 
activities. 
Hypothesis H9, which explored the relationship between consumer characteristics and 
apparel shopping activities, was partially supported. As shown in Table 4.15, the regression 
model was significant (F(l, 311) = 10.23, p = 0.002), accounting for 3% of the variance in 
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Table 4.14. Multiple Regression of Apparel Shopping Enjoyment on Consumer 
Characteristics (H8-c) 
Source df SS MS F (p value) R2 Adj. R2 
Regression 2 15.76 7.89 8.17 (< 0.001) 0.05 0.04 
Residuals 310 299.64 0.97 
Total 312 315.42 
Variables b P t value (p value) 
Self-assessed health 
Income 
Age 
Education 
0.11 
0.07 
0.14 
0.14 
2.49(0.013) 
2.48 (0.014) 
-0.24 (0.814) 
1.25 (0.212) 
N=312 
Table 4.15. Multiple Regression of Apparel Shopping Activities on Consumer 
Characteristics (H9) 
Source df SS MS F R2 Adj. R2 
Regression 
Residuals 
Total 
1 
311 
312 
11.98 
364.21 
376.19 
11.98 
1.17 
10.23 (0.002) 0.03 0.03 
Variables b P t value (p value) 
Income 
Age 
Education 
Self-assessed health 
0.09 0.18 3.20 (0.002) 
-0.52 (0.607) 
1.49(0.137) 
1.54(0.126) 
N=312 
apparel shopping activities. In the regression model, only income could meet the statistical 
criteria for inclusion, while it excluded other consumer characteristic variables such as age, 
education, and self-assessed health. Older female consumers who had higher levels of 
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income were more engaged in apparel shopping activities than those who had lower levels of 
income. 
H10: There will be positive relationships between older female consumers' 
level of participation in activities (Leisure Activity, Informal Social Activity, 
and Formal Social Activity) and the following apparel shopping orientations: 
a) Fashion Involvement, b) Fashion Interest, and c) Apparel Shopping 
Enjoyment. 
Hypotheses HlO-a through HlO-c suggested relationships between older female 
consumers' level of participation in activities and level of Fashion Involvement (HI0-a), 
Fashion Interest (HlO-b), and Apparel Shopping Enjoyment (HI 0-c). For hypothesis HI 0-a, 
as shown in Table 4.16, the overall regression model estimating older female consumers' 
Fashion Involvement was significant (F (2, 362) = 33.79, p < 0.001), explaining 15% of the 
variance in Fashion Involvement. Of three activity variables, the regression model included 
only Leisure Activity and Formal Social Activity as the independent variables, while it did 
not include Informal Social Activities. Older female consumers who participated more in 
leisure activities and formal social activities were more involved in fashion than were those 
who participated less in those activities. Although the correlation analysis revealed that all 
three activity variables were significantly correlated with fashion involvement, informal 
social activity did not explain fashion involvement in the regression model. Thus, hypothesis 
HI 0-a, that there would be a positive relationship between older consumers' participation in 
activities and fashion involvement, was partially supported. 
For hypothesis HlO-b, as shown in Table 4.17, the regression model estimating older 
female consumers' Fashion Interest was significant (F(2, 360) = 33.97, p < 0.001) and 
explained 15% of the variance in Fashion Interest. Stepwise procedures included Leisure 
Activity and Formal Social Activity, whereas it excluded Informal Social Activity in the 
regression model. Older female consumers who participated more in leisure activities and 
formal social activities were more interested in fashion. Thus, hypothesis HlO-b, testing the 
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Table 4.16. Multiple Regression of Fashion Involvement on Activities (HlO-a) 
Source Df SS MS F (p value) R2 Adj. R2 
Regression 
Residuals 
Total 
2 
362 
364 
35.53 
190.33 
225.86 
17.77 
0.53 
33.79 (< 0.001) 0.16 0.15 
Variables b P t value (p value) 
Leisure Activities 
Formal Social Activities 
Informal Social Activities 
0.31 
0.15 
0.29 
0.19 
5.60 (< 0.001) 
3.65 (< 0.001) 
0.34 ( 0.737) 
N=364 
Table 4.17. Multiple Regression of Fashion Interest on Activities (HlO-b) 
Source df SS MS F R2 Adj. R2 
Regression 
Residuals 
Total 
2 
360 
362 
38.14 
202.14 
240.28 
19.07 
0.56 
33.97 (0.000) 0.16 0.15 
Variables b P t value (p value) 
Leisure Activities 
Formal Social Activities 
Informal Social Activities 
0.38 
0.09 
0.35 
0.11 
6.73 (< 0.001) 
2.16 ( 0.032) 
1.30 ( 0.196) 
N=362 
relationship between older female consumers' participation in activities and fashion interest, 
was partially supported. 
Hypothesis HlO-c, which predicted the relationship between older female consumers' 
level of participation in activities and apparel shopping enjoyment, was partially supported. 
The regression model predicting Apparel Shopping Enjoyment was significant (F (2, 360 = 
44.76, p < 0.001) and accounted for 20% of the variance in apparel shopping enjoyment (see 
Table 4.18). Similar to fashion involvement, informal social activity could not meet the 
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Table 4.18. Multiple Regression of Apparel Shopping Enjoyment on Activities (HlO-c) 
Source df SS MS F (p value) R2 Adj. R2 
Regression 
Residuals 
Total 
2 
360 
362 
74.50 
299.61 
374.112 
37.25 
0.83 
44.76 (< 0.001) 0.20 0.20 
Variables b P t value (p value) 
Leisure Activities 
Formal Social Activities 
Informal Social Activities 
0.51 
0.15 
0.37 
0.15 
7.43 (< 0.001) 
2.95 ( 0.003) 
1.92 ( 0.056) 
N=362 
stepwise regression criteria for inclusion. Only Leisure Activity and Formal Social Activity 
: were included in the regression model. Older consumers who participated more in leisure 
activities and formal social activities enjoyed apparel shopping more. 
HI 1: There will be positive relationships between older female consumers' 
levels of activity participation (Leisure Activity, Informal Social Activity, and 
Formal Social Activity) and apparel shopping activities. 
As shown Table 4.19, the overall regression model was significant (F (1,364) = 
63.57, p < 0.001) and explained 15% of the variance in apparel shopping activities. Of the 
three independent variables, Leisure Activity, Informal Social Activity, and Formal Social 
Activity, only Leisure Activity was entered in the stepwise regression analysis. Older female 
consumers who participated more in leisure activities also participated in apparel shopping 
more actively than did those who participated less in leisure activities. However, the results 
did not support correlations that all three activity variables were significantly related to 
Apparel Shopping Activity. Thus, hypothesis HI 1 regarding the relationship between older 
consumers' participation in activities and apparel shopping activities, was partially 
supported. 
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Table 4.19. Multiple Regression of Apparel Shopping Activities on Activities (Hll) 
Source df SS MS F (p value) R2 Adj. R2 
Regression 
Residuals 
Total 
1 
364 
365 
68.69 
393.35 
462.04 
68.69 
1.08 
63.57 (< 0.001) 0.15 0.15 
Variables b P t value (p value) 
Leisure Activities 
Formal Social Activities 
Informal Social Activities 
0.58 0.39 7.97 (< 0.001) 
1.06 ( 0.291) 
0.86 ( 0.388) 
N=365 
H12: There will be a positive relationship between older female consumer's 
apparel shopping orientations (Fashion Involvement, Fashion Interest, and 
Apparel Shopping Enjoyment) and apparel shopping activities. 
As Table 4.20 shown, the regression model was significant (F(3, 374) = 67.14, p < 
0.001) and accounted for 35% of variance in apparel shopping activities. Stepwise 
regression analysis included all three variables, Fashion Involvement, Fashion Interest, and 
Apparel Shopping Enjoyment, as the independent variables. Older female consumers who 
had high levels of fashion involvement, fashion interest, and apparel shopping enjoyment 
were actively engaged in apparel shopping activities. Thus, hypothesis H12, exploring the 
relationship between older consumers' apparel shopping orientations and apparel shopping 
activities, was supported. 
Testing Hypotheses H13-H16 
Results of hierarchical regression analysis 
In addition to stepwise multiple regression analyses, a hierarchical regression analysis 
was performed on 12 variables, which consisted of a dependent variable (Life Satisfaction) 
and four sets of 11 independent variables. The four sets of 11 independent variables were 1) 
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Table 4.20. Multiple Regression of Apparel Shopping Activities On Apparel Shopping 
Orientation (H12) 
Source Df SS MS F (p value) R2 Adj. R2 
Regression 
Residuals 
Total 
3 
374 
377 
166.10 
308.41 
474.51 
55.37 
0.83 
67.14 (< 0.001) 0.35 0.35 
Variables B P t value (p value) 
Fashion involvement 
Fashion interest 
Apparel shopping enjoyment 
0.51 
0.15 
0.15 
0.46 
0.11 
0.11 
9.08 (< 0.001) 
2.07 ( 0.039) 
2.14 (< 0.001) 
N=377 
consumer characteristics (Age, Education, Income, and Self-assessed Health), 2) activities 
(Leisure Activity, Informal Social Activity, and Formal Social Activity), 3) apparel shopping 
orientations (Fashion Involvement, Fashion Interest, and Apparel Shopping Enjoyment), and 
4) Apparel Shopping Activity. The four sets of 11 independent variables were block entered 
in a prespecified order and the R2 and partial regression coefficients were determined as each 
independent variable entered the equation. 
A hierarchical order of the four sets of 11 independent variables was specified based 
on findings from the prior multiple regressions as well as previous research. The results of 
multiple regression analyses suggested that older female consumers' characteristics impacted 
activities, apparel shopping orientations, and apparel shopping activities. Older consumers' 
participation in activities predicted apparel shopping orientations and apparel shopping 
activities. Older consumers' apparel shopping orientations predicted apparel shopping 
activities. In addition to current research findings, previous research revealed that consumer 
characteristics such as age, education, income, and health influenced participation in 
activities (Herzog & Morgan, 1993; Riddick, 1985; Tobin & Neugarten, 1961) and 
participation in activities influenced apparel shopping orientations and apparel shopping 
activities (Horridge, Khan, & Huffman, 1981; Lumpkin, 1985; Martin, 1976). Therefore, the 
first set of independent variables included consumer characteristic variables (age, education, 
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income, and self-assessed health), and entered in the first block of the regression (Model 1). 
The second set of independent variables consisted of activity variables (Leisure Activity, 
Informal Social Activity, and Formal Social Activity) and was added in the second block of 
the regression while controlling for the variables in the first block (Model 2). The third set of 
variables included apparel shopping orientation variables (Fashion Involvement, Fashion 
Interest, and Apparel Shopping Enjoyment), and entered in the third block while controlling 
for the variables in the first and second blocks (Model 3). Finally, the fourth variable was 
Apparel Shopping Activity, which was added in the fourth block while controlling for the 
variables in the first, second, and third blocks (Model 4). 
In addition to hierarchical orders of the four sets of independent variables, variables 
in the sets were also hierarchically ordered based on the results of the factor analyses. In 
other words, since the factor analysis of activities suggested Leisure Activity for the first 
factor, Informal Social Activity for the second factor, and Formal Social Activity for the third 
factor, Leisure Activity was entered first within the block, Informal Social Activity was 
entered second, and Formal Social Activity was entered third in the block. Based on factor 
analysis of the shopping orientation variables, Fashion Involvement was entered first within 
the block, Fashion Interest was entered second, and Apparel Shopping Enjoyment was 
entered third in the block. 
Table 4.21 provides results of the hierarchical regression analysis predicting older 
female consumers' life satisfaction. The final model of 11 independent variables was 
significant (F (11, 284) = 15.72, p < 0.001 ), meaning that 35% of the variance of life 
satisfaction was explained by the 11 independent variables. The other three models were 
also significant and the variances explained by each of the three model were 30%, 34%, and 
36%, respectively, at a significant level of 0.05. 
H13: The following older female consumers' characteristic variables will 
influence life satisfaction: a) age, b) education, c) income, and d) self-
assessed health. 
4.21. Hierarchical Multiple Regression Estimating Older Female Consumers' Life Satisfaction (H13-H16) 
Model 1 Model 2 Model 3 Model 4 
Variables b (/ value ) P b (t value ) P b (t value ) P b (t value ) P 
Age 0.01 (2.79*) 0.15 0.01 (2.71*) 0.14 0.01 ( 2.39*) 0,21 0.01 (2.39*) 0.12 
Education 0.09(4.57*) 0.23 0.08 (3.92*) 0.20 0.08 ( 3.79*) 0.19 0.08 (3.79*) 0.19 
Income 0.09 (5.35*) 0.29 0.08 (4.61*) 0.24 0.07(4.19*) 0.22 0.07 (4.20*) 0.22 
Self-assessed health 0.14(5.83*) 0.30 0.12(5.37*) 0.27 0.12(5.43*) 0.27 0.12(5.41*) 0.27 
Leisure activity 0.15(3.15*) 0.18 0.15(3.13*) 0.19 0.16(3.18*) 0.19 
Informal social activity 0.08(1.98*) 0.11 009(2 18*) 0.12 0.09(2.18*) 0.12 
Formal social activity 0.02 (0.58) 0.03 0.02 (0.49) 0.03 0.02 (0.48) 0.03 
Fashion involvement 0,13(2.88*) 0.17 0.14(2.93*) 0.18 
Fashion interest -0.05 (-1.15) -0.07 -0.05(-l,06) -0.07 
Apparel shopping enjoyment -0.05 (-1.39) -0.08 -0.04(-0,90) -0.06 
Apparel shopping activity -0.03 (-0.59) -0.04 
MSR 8.34 5.74 4.25 3.87 
MSE 0.27 0.25 0.25 0,25 
R2 0.30* 0.36* 0.38* 0.38* 
Adj. Rh 0.30 0.34 0.36 0.35 
* significant at O.OSIevel. 
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As shown in Table 4.21, four consumer characteristic variables, including age, 
education, income, and self-assessed health, were significant estimators of older female 
consumers' life satisfaction in all four models. The results of model 1 supported hypotheses 
H13-a through H13-d in that R2 = 0.30 (F(4, 295) = 30.71, p < 0.001); 30% of the variance 
of life satisfaction was explained by age, education, income, and self-assessed health. Older 
female consumers had higher levels of life satisfaction than younger female consumers. 
Although the results of correlations indicated that age was not related to older female 
consumers' life satisfaction, it was a significant estimator in the model. Older consumers 
who had higher levels of income and education had higher levels of life satisfaction than 
those who had less income and education. Also, self-assessed health was another significant 
indicator of older female consumers' life satisfaction. 
H14: The following activity variables will influence life satisfaction while 
controlling for consumer characteristic variables: a) Leisure activity, b) 
Informal social activity, and c) Formal social activity. 
Results of model 2 suggested that activity variables, after controlling for consumer 
cha rac t e r i s t i c  va r i ab l e s ,  we re  s ign i f i can t  s ince  R 2  change  =  0 .04  ( F ( 3 , 288)  =  9 .06 ,  p  <  
0.001). Thus, an additional 4% of variance in life satisfaction was explained by the activity 
variables beyond the consumer characteristic variables. Although correlations demonstrated 
that all activity variables were significantly related to life satisfaction, only Leisure Activity 
and Informal Social Activity were significant estimators of life satisfaction, while Formal 
Social Activity did not significantly explain older consumers' life satisfaction in regression 
models 2, 3, and 4. Older consumers who participated highly in activities and informal social 
activities had higher levels of life satisfaction than those who participated less in those 
activities. The findings are consistent with previous research suggesting formal activities 
were not associated with life satisfaction (Lemon, Bengtson, & Peterson, 1972; Reitzes, 
Mutran, & Verill, 1995). Thus, the results showed that hypotheses H14-a and Hl4-b were 
supported, whereas hypothesis H14-c was not supported. 
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H15: The following apparel shopping orientation variables will influence life 
satisfaction while controlling for consumer characteristic and activity 
variables: a) Fashion Involvement, b) Fashion Interest, and c) Apparel 
Shopping Enjoyment. 
After adding three apparel shopping orientation variables in the equation, results of 
model 3 showed a significant change, R2change = 0.02 (F (3, 285) = 3.03, p < 0.03), 
meaning an additional 2% of the life satisfaction variance was explained by the apparel 
shopping orientation variables while controlling for consumer characteristic and activity 
variables. However, only the Fashion Involvement variable significantly explained older 
consumers' life satisfaction. The other two apparel shopping orientation variables — Fashion 
Interest and Apparel Shopping Enjoyment — did not explain older female consumers' life 
satisfaction in the models 3 and 4. One interesting finding was that there was a negative 
standardized coefficient (P) for Fashion Interest and Apparel Shopping Enjoyment in model 
3 and 4, which was inconsistent with the correlation results. However, the results showed 
that older female consumers who were more involved in fashion had higher levels of life 
satisfaction than those who were less involved in fashion. Therefore, only hypothesis H15-a 
that fashion involvement would influence older female consumers' life satisfaction, was 
supported, whereas hypotheses Hl5-b and H15-c were not supported. 
H16: Apparel shopping activities will influence life satisfaction while 
controlling for specific consumers' characteristic, activity, and apparel 
shopping orientation variables. 
The Apparel Shopping Activity variable, while controlling for consumer 
characteristic, activity, and apparel shopping orientation variables, was not significant in 
explaining life satisfaction. Although the final model was significant (F (11,284) = 15.72, p 
< 0.001), Apparel Shopping Activity did not largely contribute to explaining older 
consumers' overall life satisfaction. Although the results of correlations suggested a 
significant relationship between older female consumers' apparel shopping activities and life 
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satisfaction, apparel shopping activity did not explain older female consumers life 
satisfaction in the model when other variables were entered into the regression equation prior 
to the apparel shopping activity variable. Similar to Fashion Interest and Apparel Shopping 
Enjoyment, the results also showed a negative standardized coefficient (P) for Apparel 
Shopping Activity. Thus, hypothesis H16 suggested that older female consumers' apparel 
shopping activities would influence life satisfaction, was not supported. 
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CHAPTER 5: SUMMARY AND DISCUSSION 
Summary 
Although demographics of the United States have indicated increases in the size of 
older populations and in their socioeconomic well-being, little attention has been paid to 
older consumers. Older consumers have frequently been treated as a homogenous group with 
similar wants, needs, attitudes, and behavior. Earlier, Martin (1976) and Tongren (1988) 
suggested comparative studies of older consumer behavior in terms of demographics and life 
styles. However, research on apparel shopping behavior has been limited to older consumers 
aged over 65 in terms of expenditures and patronage behavior. Little research has been 
focused on late middle-aged (55-64) consumers' apparel shopping orientations and apparel 
shopping activities. In addition, although a considerable proportion of older people live in 
rural communities, little is known about rural older consumers' apparel shopping behavior. 
In the study of gerontology, factors that affect individuals' psychological well-being 
in later life have been well researched. According to activity theory, participation in social 
activities is the most important factor in psychological well-being or life satisfaction. Older 
female consumers often engage in apparel shopping as social, leisure, and physical activities. 
Little is known about older consumers' apparel shopping behavior regarding life satisfaction. 
The purpose of this present research was: 1) to compare differences between middle-
aged and older female consumers' activities, apparel shopping orientations, and apparel 
shopping activities; 2) to compare differences between urban and rural older female 
consumers' activities, apparel shopping orientations, and apparel shopping activities; 3) to 
examine relationships between older female consumers' characteristics and activities, apparel 
shopping orientations, and apparel shopping activities; 4) to investigate relationships between 
older female consumers' activities and apparel shopping orientations and apparel shopping 
activities; 5) to explore relationships between older female consumers' apparel shopping 
orientations and apparel shopping activities; and 6) to determine the effect of older female 
consumers' characteristics, activities, apparel shopping orientations, and apparel shopping 
activities on life satisfaction. 
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This study reviewed previous literature regarding activity theory and older 
consumers' apparel shopping behavior and developed a nomological model and hypotheses. 
A survey questionnaire was developed based on the existing literature. A mail survey was 
conducted on 1,000 older female consumers over age 55 living in urban and rural 
communities in Iowa. Of 1,000, 386 questionnaires were used in the study. The sample 
consisted of 190 older female consumers aged 55-64 and 196 older female consumers aged 
65 and older. The majority of both groups of middle-aged and older consumers were White 
and European in ethnicity. Most of the middle-aged women were married (75.3%), while 
older women were either married (52.8%) or widowed (34.4%). An average household 
income range for the middle-aged consumers was $35,000 to $49,999 and $25,000 to 
$34,999 for the older consumers. The most common level of education completed for both 
groups of consumers was high school or some college. Most of the middle-aged females 
were employed, while the older females were predominantly retired. The majority of both 
groups of middle-aged (66.5%) and older female (73.8%) consumers had lived in their 
community for more than 30 years. 
A series of principal components factor analyses were performed on the following 
constructs containing multi-items: activities, apparel shopping orientations, apparel shopping 
information sources, and life satisfaction. The factor analysis of activities suggested three 
factors: Leisure Activity, Informal Social Activity, and Formal Social Activity. Leisure 
activity included items reflecting visiting museums, traveling, and going shopping; Informal 
social activity included items measuring seeing relatives and neighbors and spending time 
with family; and Formal social activity included items regarding community meetings and 
voluntary associations. The factor analysis of apparel shopping orientations resulted in three 
factors: Fashion Involvement, Fashion Interest, and Apparel Shopping Enjoyment. For the 
apparel shopping information sources, the factor analysis suggested two factors: Media 
information seeking and Merchandising information seeking. The factor analysis of life 
satisfaction indicated one single factor named Life Satisfaction. Items of each factor were 
examined for internal reliability using inter-item correlations, and then, they were summed 
and averaged to create variables for further analyses. 
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For hypotheses HI to H3, /-tests were conducted to examine differences between 
older female consumers aged 55-64 and those aged 65 and older for the following variables: 
Leisure activity (HI-a), Informal social activity (Hl-b), Formal social activity (Hl-c), 
Fashion involvement (H2-a), Fashion interest (H2-b), Apparel shopping enjoyment (H2-c), 
Apparel shopping location (H3-a), Apparel shopping hours (H3-b), Apparel shopping 
frequency (H3-c), Apparel purchasing frequency (H3-d), Apparel expenditures (H3-e), 
Media information seeking for apparel shopping (H3-f), and Merchandising information 
seeking for apparel shopping (H3-g). The findings of the /-tests indicated that there was no 
difference between middle-aged and older female consumers in leisure, informal social, and 
formal social activities. The results also did not find any difference between middle-aged 
and older consumers in fashion involvement, fashion interest, and apparel shopping 
enjoyment. For the apparel shopping activity-related variables, the results showed significant 
differences between the two groups of consumers in apparel shopping locations, apparel 
expenditures, and media and merchandising information seeking for apparel shopping, while 
no differences were found in apparel shopping hours, apparel shopping frequencies, and 
apparel purchasing frequencies. Thus, only hypotheses H3-a, H3-e, H3-h, and H3-g were 
supported. 
For hypotheses H4 to H6, /-tests were also employed to examine differences between 
urban and rural older female consumers for the following variables: Leisure activity (H4-a), 
Informal social activity (H4-b), Formal social activity (H4-c), Fashion involvement (H5-a), 
Fashion interest (H5-b), Apparel shopping enjoyment (H5-c), Apparel shopping location 
(H6-a), Apparel shopping hours (H6-b), Apparel shopping frequency (H6-c), Apparel 
purchasing frequency (H6-d), Apparel expenditures (H6-e), Media information seeking for 
apparel shopping (H6-f), and Merchandising information seeking for apparel shopping (H6-
g). The findings of /-tests indicated some differences between urban and rural consumers in 
informal social activities (H4-b) while no difference was found in leisure and formal social 
activities. The study also did not find any differences between the two groups of consumers 
in fashion involvement, fashion interest, apparel shopping enjoyment, and apparel shopping 
activity variables (apparel shopping locations, apparel shopping hours, apparel shopping 
frequencies, apparel purchasing frequencies, apparel expenditures, and media and 
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merchandising information seeking for apparel shopping). Therefore, only hypothesis H4-b 
was supported while other hypotheses (H4-a, H4-c, H5-a, H5-b, H5-c, H6-a, H6-c, H6-d, H6-
e, H6-f, and H6-g) were not supported. 
Overall the results of /-tests showed little difference between middle-aged and older, 
nor between urban and rural, female consumers in activities, apparel shopping orientations, 
apparel shopping activities, and life satisfaction. Thus, for the further analysis of the 
nomological model, these groups were combined into a single group. 
To clarify and reduce variables for additional analyses using multiple and hierarchical 
regressions, a factor analysis was conducted on multiple variables of apparel shopping 
activities (Apparel shopping location, Apparel shopping hours, Apparel shopping frequency, 
Apparel purchasing frequency, Apparel expenditures, Media information seeking for apparel 
shopping, and Merchandising information seeking for apparel shopping). Principal 
components factor analysis with varimax rotation resulted in a single factor named Apparel 
Shopping Activity. Items loaded on Apparel shopping activity were examined for internal 
reliability, and then, were summed and averaged to create a variable. 
Pearson productmoment correlation analyses were conducted on all variables that 
were subjected to regression analyses. Results indicated that age was negatively correlated to 
income and self-assessed health, while age was not correlated to education, leisure and 
informal and social activities, fashion involvement, fashion interest, apparel shopping 
enjoyment, apparel shopping activities, and life satisfaction. Other consumer characteristic 
variables, such as education, income, and self-assessed health, were positively correlated 
with leisure activities, formal social activities, fashion involvement, fashion interest, apparel 
shopping enjoyment, apparel shopping activities, and life satisfaction, whereas they were not 
related to informal social activities. All other variables (leisure, informal social, and formal 
social activities, fashion involvement, fashion interest, apparel shopping enjoyment, apparel 
shopping activity, and life satisfaction) were positively correlated with one other variable. 
Since all variables were correlated with one other variable and no multicollinearity was 
detected, all variables were included in the regression analyses. 
For testing hypotheses H7 to H 12, stepwise multiple regression analyses were 
employed to examine whether hypothesized relationships were statistically significant, and, if 
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so, what combinations of independent variables best estimated the dependent variables. The 
hypothesis H7-a predicting a direct relationship between older female consumers' 
characteristics and leisure activities, was partially supported. The final regression model 
included income, self-assessed health, and education, while age was excluded. Thus, only 
older consumers' income, self-assessed health, and education were positively associated with 
leisure activities. Hypothesis H7-b estimating a direct relationship between older female 
consumers' characteristics and informal social activities, was not supported. All consumer 
characteristic variables could not meet the stepwise inclusion criteria. The hypothesis H7-c 
estimating a direct relationship between older female consumers' characteristics and formal 
social activities was partially supported. Older consumers' education, self-assessed health, 
and age were positively associated with formal social activities, while income was not 
associated with formal social activities. 
Hypotheses suggesting a positive relationship between older female consumers' 
characteristics and Fashion involvement (H8-a), Fashion interest (H8-b), and Apparel 
shopping enjoyment (H8-c) were partially supported. For H8-a, the regression model 
included income, education, and age, while self-assessed health was excluded. Thus, the 
combination of older female consumers' income, education, and age was positively related to 
fashion involvement. For H8-b, the regression model included only income and age and 
suggested that older female consumers' income and age were positively associated with 
fashion interest. For H8-c, the regression model included self-assessed health and income, 
whereas it excluded age and education. Only older female consumers' self-assessed health 
and income predicted apparel shopping enjoyment. 
Hypothesis H9, predicting a positive relationship between older female consumers' 
characteristics and apparel shopping activities, was partially supported. The regression 
model included only income, while it excluded age, education, and self-assessed health. The 
results suggested that older female consumers' income was positively associated with apparel 
shopping activities. 
Hypotheses estimating a positive relationship between older female consumers' 
activities and fashion involvement (HlO-a), fashion interest (HlO-b), and apparel shopping 
enjoyment (HI0-c) were partially supported. All regression models included leisure and 
89 
formal social activities, whereas informal social activities were excluded. Older female 
consumers who actively participated in leisure and formal social activities showed high 
levels of fashion involvement, fashion interest, and apparel shopping enjoyment. 
Hypothesis HI 1 predicting a positive relationship between older female consumers' 
activities and apparel shopping activities was partially supported. Only leisure activities 
were included in the regression model. Older female consumers who actively participated in 
leisure activities also actively participated in apparel shopping activities. 
Hypothesis H12, suggesting a positive relationship between older female consumers' 
shopping orientations and apparel shopping activities, was supported. Stepwise regression 
analysis included all three variables, fashion involvement, fashion interest, and apparel 
shopping enjoyment. Older female consumers who had high levels of apparel shopping 
orientations actively participated in apparel shopping activities. 
Since the findings of the stepwise multiple regression analysis indicated significant 
relationships among the variables in consumers' characteristics, activities, apparel shopping 
orientations, and apparel shopping activities, a hierarchical regression analysis was employed 
to explore the effect of those variables on older female consumers' life satisfaction. 
Hypotheses Hl3-a to H3-d predicting the influence of older female consumers' 
characteristics (age, education, income, and self-assessed health) on life satisfaction were 
supported. All four consumers' characteristic variables significantly influenced life 
satisfaction. Hypotheses (H14-a to H14-c) suggested the influence of older female 
consumers' leisure, informal social, and formal social activities on life satisfaction while 
controlling for consumers' characteristic variables. Although the overall regression model 
was significant, only leisure and informal social activities were significant estimators in life 
satisfaction. Thus, hypotheses H14-a and Hl4-b were supported while hypothesis H14-c was 
not supported. Hypotheses H15-a to H15-c predicted the influence of older female 
consumers' apparel shopping orientations (Fashion involvement, Fashion interest, and 
Apparel shopping enjoyment) on life satisfaction while controlling for consumers' 
characteristics and activity variables. Again, overall the regression model was significant, 
but only fashion involvement influenced older consumers' life satisfaction. Hypothesis H16, 
predicting the influence of apparel shopping activities on life satisfaction while controlling 
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for consumers' characteristics, activity, and apparel shopping orientation variables, was not 
supported. The apparel shopping activity variable did not contribute significantly to older 
female consumers' life satisfaction. 
Conclusions 
Differences between middle-aged and older female consumers 
The first objective of this research was to determine whether or not differences 
existed between middle-aged and older consumers in activity participation, apparel shopping 
orientations, and apparel shopping activities. T-tests were employed and the results showed 
no significant differences between middle-aged and older female consumers in activity 
participation and apparel shopping orientations, while some differences were found in 
apparel shopping activities. 
Previous studies suggested a positive relationship between activities and education, 
income, and health (Herzog & Morgan,!993; Jirovec & Hyduk, 1998; Shapiro, Murrell, & 
Usui, 1980). It has also been suggested that the baby boomer generation has more education 
and income and is more healthy than older generations. On the basis of those previous 
findings, it was expected that middle-aged consumers would have higher levels of activity 
participation than older consumers. However, this study did not find any significant 
differences in leisure and informal and formal social activities between the two groups of 
consumers. The findings did not support a previous finding by Palmore (1968) suggesting 
that age was negatively associated with the level of activity participation. The similar level 
of activity participation between middle-aged and older consumers could be explained by 
their employment status. Since the majority of middle-aged consumers were employed, they 
had less time for leisure and informal and formal social activity participation than older 
consumers, whereas the majority of older consumers were retired and had more time for 
those activities than middle-aged consumers. Also, it is possible that since both groups of 
consumers had similar levels of education, the similarity of education levels for both groups 
may fail to differentiate older consumers' activity participation. 
This study also did not find any differences between middle-aged and older female 
consumers in fashion involvement, fashion interest, and apparel shopping enjoyment. The 
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results supported previous findings that older consumers maintain similar levels of fashion 
involvement, fashion interest, and apparel shopping enjoyment from their younger years 
(Martin,1976; Gravois, Kelly, & Hildreth, 1980). Since previous studies suggested that 
activity participation was positively associated with fashion interest (Gravois, Kelly, & 
Hildreth, 1980), the similar levels of apparel shopping orientations between the two groups 
may be explained by their similar levels of activity participation. 
With respect to apparel shopping activities, this study discovered some significant 
differences between middle-aged and older female consumers in apparel shopping locations, 
apparel expenditures, and media and merchandising information seeking for apparel 
shopping. Middle-aged female consumers were more engaged in a variety of apparel 
shopping locations and spent more money on apparel than older consumers. The results were 
consistent with previous findings that older consumers spent less money on apparel (Neal, 
Scwenk, & Courtless, 1990). Perhaps, middle-aged consumers' higher income levels explain 
higher levels of apparel expenditures. Middle-aged consumers were more engaged in 
merchandising information seeking for apparel shopping, whereas older female consumers 
were more involved in media information seeking for apparel shopping. The findings 
supported Martin (1976) and Chowdhary's (1989) studies that older consumers used more 
newspapers and radios for fashion information. The results suggested that middle-aged 
consumers sought apparel shopping information via direct marketing sources, such as 
salespersons, personal experiences, and displays, while older consumers sought indirect 
marketing sources, such as newspapers and magazines. 
The results also indicated no differences between the two groups of consumers in 
apparel shopping hours, apparel shopping frequencies, and apparel purchasing frequencies. 
Both groups of consumers were likely to shop for their apparel within their communities. 
One interesting finding was that, although both groups of middle-aged and older consumers 
had similar levels of shopping hours and frequencies along with purchasing frequencies, 
older consumers spent less money on apparel and used fewer shopping locations than did 
middle-aged consumers. It is possible that since older consumer were retired and had lower 
levels of income than middle-aged consumers, they tend to purchase less expensive apparel 
and to patronage fewer but more familiar apparel stores than middle-aged consumers. The 
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findings suggest that older female consumers' apparel shopping activities were associated 
with economic and personal factors. 
Difference between urban and rural female consumers 
The second objective of the study concerned differences between urban and rural 
female consumers' activity participation, apparel shopping orientations, and apparel 
shopping activities. Based on the results of /-tests, this study found that rural consumers had 
higher levels of informal social activities than urban consumers. The results were not 
surprising, since rural communities lack a high quantity of facilities such as churches, 
restaurants, and shopping malls; rural consumers would most likely participate 
proportionately more often in informal social activities such as seeing friends and relatives 
and spending time with family. The findings supported a prior notion that rural elderly were 
more tied to friends, neighborhood, and family than urban consumers (Lee & Lassey, 1980). 
With respect to apparel shopping orientations and apparel shopping activity variables, 
this study did not find any difference between urban and rural consumers in fashion 
involvement, fashion interest, apparel shopping enjoyment, and apparel shopping activities. 
Both groups of consumers had higher levels of fashion involvement than fashion interest and 
apparel shopping enjoyment and similar levels of apparel shopping activities. The results 
supported Summers, Belleau, and Wozniak's (1992) findings. Although their study used 
female consumers 18 years of age and older, they found no differences between urban and 
rural consumers in apparel shopping orientations. It was expected that since rural 
communities had few apparel stores, rural consumers would have lower levels of apparel 
shopping orientations and apparel shopping activities than urban consumers. However, since 
today's older consumers are much healthier and have more resources than ever before, older 
consumers often have their own cars and the ability to drive them, thereby providing a means 
of transportation when shopping. The easy access of shopping transportation could 
contribute to similar levels of apparel shopping orientations and apparel shopping activities 
between urban and rural consumers. It should be noted that, although there were no 
differences found between urban and rural consumers in shopping locations, rural consumers 
were less likely to be engaged in shopping in their communities than urban consumers. The 
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results suggested that rural consumers were more engaged in outshopping for apparel than 
within their communities. In addition to shopping transportation, perhaps the development 
of mass media such as TV, newspapers, and catalogs homogenizes consumers' apparel 
shopping orientations. The findings suggested that the lack of apparel store availability in 
rural communities would not limit rural consumers' fashion involvement, fashion interest, 
apparel shopping enjoyment, and apparel shopping activities. According to activity theory, 
activity participation is a significant predictor of life satisfaction. Although rural older 
consumers had few apparel shopping places, they were actively engaged in apparel shopping 
activities. Future studies may address rural consumers' apparel shopping motivations 
regarding life satisfaction. Also, research may include rural consumers' patronage behavior 
in terms of inshopping and outshopping. 
Relationships of consumer characteristics with activities, apparel shopping orientations, 
and apparel shopping activities 
Further research objectives were to examine relationships among consumer 
characteristics, activities, apparel shopping orientations, and apparel shopping activities. 
Much of the previous research has reported older individuals' activity participation regarding 
demographics (Herzog & Morgan, 1993; Palmore, 1968; Riddick, 1985). These studies 
found that older consumers' activity participation was associated with age, education, 
income, and health. In the present study, the findings showed that older consumers' 
characteristics were positively associated with leisure and formal social activities. However, 
age was not related to leisure activities and income was not related to formal social activities. 
Regardless of age, older female consumers who had high levels of education, income, and 
self-assessed health tended to participate in high levels of leisure activities; when age 
increased, older female consumers tended to participate in formal social activities. Also, 
high levels of education and income led to high levels of formal social activity participation. 
One interesting finding was that older female consumers' age, education, income, and self-
assessed health did not explain informal social activity participation, including seeing 
relatives and neighborhoods and spending time with family. Thus, the finding suggested that 
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older consumers' characteristics explained only leisure and formal social activity 
participation. 
Overall, older female consumers' characteristics were positively associated with 
fashion involvement, fashion interest, and apparel shopping enjoyment. Older female 
consumers' age, income, and education were significant predictors of fashion involvement. 
The results were consistent with previous results that there was a positive relationship 
between income and education and fashion involvement (Horrid, Khan, & Hoffman, 1981; 
Martin, 1976). Older female consumers' self-assessed health status was not significantly 
associated with fashion involvement. The finding also suggested that regardless of age, older 
consumers who had high levels of income and felt healthy, enjoyed apparel shopping. Older 
consumers' fashion interests were also positively associated with age and income. Levels of 
education and self-assessed heath status did not explain fashion interest. Although it was 
expected that as age increased, fashion interest would decrease, one interesting finding for 
this particular group was that, as age increased, fashion interest increased. The finding 
suggested a positive relationship between age and fashion interest. The positive relationship 
between age and fashion interest may be explained by marital status. According to Leventhal 
(1991), marital status significantly impacted on life styles and spending patterns. It may be 
that unmarried persons are more involved in social activities and thus are more concerned 
about fashion and their appearance. As women get older, they tend to be single due to 
widowhood. The high percent of single older consumers may contribute to a positive 
relationship between age and fashion involvement and fashion interest. 
For the relationship between older female consumers' characteristics and apparel 
shopping activities, only older female consumers' income was positively associated with 
apparel shopping activities. As expected, older female consumers who had high levels of 
income showed high levels of apparel shopping activities such as apparel shopping 
frequencies, apparel purchasing frequencies, and apparel expenditures. The findings were 
consistent with previous findings that shopping was a form of leisure activity enjoyed by 
consumers who had high levels of income (Bellenger, Robertson, & Greenberg, 1977). 
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Relationships of activities with apparel shopping orientations and apparel shopping 
activities 
With regard to the relationship between older female consumers' activities and 
apparel shopping orientations, this study found a positive relationship between older female 
consumers' activities and fashion involvement, fashion interest, and apparel shopping 
enjoyment. However, of three types of activities, only leisure and formal social activities 
predicted fashion involvement, fashion interest, and apparel shopping enjoyment. The results 
suggested that older female consumers' appearance was more important in leisure and formal 
social activities than informal social activities with close family members and relatives. 
Thus, when older female consumers participate in informal social activities, they may place 
less importance on fashion and apparel. 
Although previous studies found that social and leisure activities, such as 
communities, volunteerism, travel, and sports, were positively associated with shopping 
activities (Crask & Reynolds, 1978; Lumpkin, 1985), this study showed that only leisure 
activity participation was positively associated with apparel shopping activities. The findings 
suggested that apparel shopping is a part of leisure activities and older consumers who have 
time for leisure activities are also engaged in apparel shopping activities. 
Relationships with apparel shopping orientations and apparel shopping activities 
As expected, a strong positive relationship emerged between apparel shopping 
activities and apparel shopping orientation variables supporting Crask and Raynolds' (1978) 
finding. All three apparel shopping orientations (fashion involvement, fashion interest, and 
apparel shopping enjoyment) significantly influenced apparel shopping activities such as 
apparel shopping frequencies, apparel shopping hours, apparel purchasing frequencies, and 
apparel expenditures. The finding suggested that higher levels of apparel shopping 
orientations led to older female consumers' higher apparel shopping activity levels. 
Life satisfaction 
Activity theory has well explained the relationship between activity participation and 
life satisfaction. Although older consumers consider shopping as social, leisure, and physical 
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activities, little research has been conducted on older consumers' apparel shopping regarding 
life satisfaction. This research examined older consumers' life satisfaction regarding 
consumer characteristics, activities, apparel shopping orientations, and apparel shopping 
activities. Similar to previous research findings, older female consumers' characteristics, 
such as age, education, income, and self-assessed health, significantly contributed to their life 
satisfaction (Elwell & Maltbie-Crannell, 1981; Herzog, Franks, Markus, & Holmberg, 1998). 
Also, the results supported activity theory suggesting a positive relationship between 
participation in activities and life satisfaction (Lemon, Bengtson, & Peterson, 1972; Longino 
& Kart, 1982). However, this study found that participation in formal social activities, such 
as voluntary and community activities, did not significantly predict life satisfaction. The 
results were also consistent with findings of Lemon, Bengtson, and Peterson's (1972) study. 
With respect to apparel shopping orientations, only fashion involvement contributed 
to life satisfaction, while fashion interest and apparel shopping enjoyment were not 
associated with life satisfaction. The results suggested that older consumers who were 
involved in fashion had a greater degree of life satisfaction or psychological well-being. 
Overall older female consumers had high levels of life satisfaction, with a mean of 3.6, and 
highly involved in fashion, with a mean of 3.5, on a 5-point scale. 
For apparel shopping activities, although the results of correlations found a positive 
relationship between older consumers' shopping activities and life satisfaction, apparel 
shopping activities did not predict life satisfaction in the hierarchical regression analysis. 
This is possibly because older consumers' life satisfaction is explained by a large amount of 
variance in demographics and activities, while the small degree of variance in apparel 
shopping activities did not contribute to life satisfaction. 
Taken together, this study discovered few significant differences between middle-
aged and older consumers nor between urban and rural female consumers in activity 
participation, apparel shopping orientations, and apparel shopping activities. Both groups of 
middle-aged and older female consumers had similar levels of leisure and informal and 
formal social activity participation and fashion involvement, fashion interest, and apparel 
shopping enjoyment. However, middle-aged consumers were engaged in more varieties of 
apparel shopping locations and spent more money on apparel than older consumers. Older 
97 
consumers (M = 2.55) were engaged in more media information seeking for apparel shopping 
than middle-aged consumers (M = 2.34), while middle-aged consumers (M = 3.47) were 
more engaged in marketing information seeking for apparel shopping than older consumers 
(M = 3.26). With regard to urban vs. rural residences, rural consumers (M = 3.23) had higher 
levels of informal social activities than urban older consumers (M = 3.05). No significant 
differences were found between the two groups of consumers in leisure and formal social 
activities, fashion involvement, fashion interest, apparel shopping enjoyment, and apparel 
shopping activities. The results showed that older female consumers' characteristics affected 
the levels of leisure and formal social activity participation, apparel shopping orientations, 
and apparel shopping activities. Older female consumers' activity participation explained 
apparel shopping orientations and apparel shopping activities, and apparel shopping 
orientations affected apparel shopping activities. The study also found that older female 
consumers' life satisfaction was explained by consumer characteristics such as age, 
education, income, and self-assessed health and leisure and informal social activities. 
However, no other apparel shopping orientations and apparel shopping activity variables 
except fashion involvement contributed to older female consumers' life satisfaction. 
Limitations 
The study embodied several limitations that must be considered when evaluating the 
findings. First, the manner in which the sample was selected may limit the generalizability 
of the results. The sample exclusively selected older female consumers living in urban and 
rural communities in Iowa. Although Iowa has one of the highest older populations, the 
findings may not be true for older consumers nor male consumers in other areas. In addition, 
since rural communities had few apparel stores, the selection of rural population was limited 
to rural communities that had at least a minimum of one apparel store. Thus, the findings of 
rural consumers may not represent well other rural consumers who live in rural communities 
with more than one apparel store. 
Another limitation was the mail survey instrument. It may be possible that the 
responses of the questionnaires may have been reflected by family members for older 
consumers who could not read well and able to answer the questions due to aging and may 
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have asked family members or others to fill out the survey. In addition, since the survey was 
limited to only female responses, spouses' influences on responses regarding the level of 
activities, apparel shopping orientation, apparel shopping activities, and life satisfaction 
remain unknown. 
Further, the measurement of apparel shopping orientations was limited to three 
dimensions: fashion involvement, fashion interest, and apparel shopping enjoyment. 
Although it was believed that the three dimensions were the ones most often used in apparel 
shopping orientation studies (Francis & Bums, 1992; Gutman & Mills, 1982; Summers, 
Belleau, & Wozniak, 1992), they did not fully represent apparel shopping orientations. 
Finally, it should be noted that although the measurement of apparel shopping 
activities reflected a variety of apparel shopping activities, it may not represent all 
dimensions of shopping activities. In addition, although items of the constructs possessed 
acceptable reliability and construct validity, there may be potential for measurement error 
because the summated items of. the apparel shopping activity variables were measured by a 
wide variety of scales. 
Implications 
The findings of this research provide implications for academia and marketers. From 
an academic perspective, this study makes important contributions to marketing, consumer 
behavior, and gerontology literature. Although many researchers have examined older 
consumers' apparel expenditures and patronage behavior, their studies have often been 
limited to a homogenous characteristic of older consumers. The findings of middle-aged and 
older female consumers' and urban and rural female consumers' apparel shopping orientation 
and apparel shopping activities contribute to older consumer behavior research. Existing 
literature has offered little insight into the linkage between older consumers' participation in 
activities and apparel shopping orientation and apparel shopping activities. The results of 
this study shed light on how older female consumers' activities relate to apparel shopping 
orientation and apparel shopping activities. With respect to activity theory, although the 
results of the hierarchical regression analysis did not find any relationship between older 
consumers' apparel shopping activities and life satisfaction with consumers' characteristic, 
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activity, and apparel shopping orientation variables in the model, the results of the correlation 
analysis did suggest a positive relationship between apparel shopping activities and life 
satisfaction. This finding may provide an insight for extending activity theory to apparel 
shopping activities. 
For marketers, the results of this study suggested there existed little difference 
between middle-aged and older female consumers and urban and rural female consumers in 
terms of their activity participation, apparel shopping orientation, and apparel shopping 
activities. Older female consumers who actively participated in leisure and formal social 
activities were involved in fashion, were interested in fashion, and enjoyed apparel shopping. 
Knowing this can help retailers and apparel industries. Shopping center developers should 
include senior apparel stores and retailers should provide and display fashionable apparel for 
seniors. Also, apparel industries should design updated leisure and formal wears for older 
female consumers. 
The results also suggested that middle-aged consumers were more engaged in 
marketing seeking for apparel shopping while older consumers were more engaged in media 
seeking for apparel shopping. Middle-aged consumers were found to be more engaged in a 
variety of apparel shopping locations than older consumers. Suggestions to marketers would 
include advertising fashion and apparel through mass media, such as TV, radio, and 
newspapers for older consumers, whereas salespersons, displays, and store reputations are all 
important for middle-aged consumers. Marketers should provide apparel through a variety of 
locations and channels such as department stores, discount stores, TV networks, and catalogs 
for middle-aged consumers. The results also suggest that older female consumers spent less 
money on apparel than middle-aged consumers. Thus, senior apparel should be 
manufactured in less expensive manners and retailers may use the least pricing strategies in 
order to target older consumers. 
This study found that both urban and rural consumers had similar levels of apparel 
shopping orientations and apparel shopping activities. Apparel retailers in the rural 
communities should provide fashion information, as well as updated apparel, in order to 
retain their community customers. Non-store retailing strategies, such as catalogs, TV 
networks, and the Internet, could reach rural consumers as well. 
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Recommendations for Future Research 
Although the findings of this study provided a significant contribution to the 
understanding of older consumers' apparel shopping behavior, the results also offer 
suggestions for future research. First, as mentioned earlier, because this study was limited to 
older female consumers living in Iowa, future studies should include a larger and randomized 
sample to generalize more externally valid results. Also, since male consumers shop for 
apparel today, future studies could examine older male consumers' opinion. 
Second, this study compared only two different age groups involving older consumers 
aged 55 to 64 and those over 65. In order to gain a deeper understanding of older consumers' 
apparel shopping behavior, additional studies should compare older consumers using a 
variety of age strata, such as age 75 and 85 and older or over time when they are 55 and then 
when they are 65. In addition to age group differences, older consumers' apparel shopping 
behavior should be compared using other consumers' characteristics. It should be noted that 
age by it self is not a very good criteria to explain older consumers apparel shopping . 
behavior because consumer behavior is not only driven by age, but also there is a great deal 
of variability across individuals of the same age, such as employment, income, marital status, 
and health. 
Third, future studies should advance the measurement of activity participation for the 
activity theory. Previous studies suggested that life satisfaction was more associated with 
activity satisfaction than activity participation (Ragheb & Griffith, 1882; Russell, 1987). 
This study measured older consumers' activity participation based on frequencies of 
participation in a variety of activities. An activity scale should be developed by reflecting 
not only frequencies of participation but also degrees of activity involvement and quality of 
activity participation. 
Also, although as discussed in Chapter 2, previous studies suggested a variety of 
shopping orientations, this study included only three dimensions of apparel shopping 
orientations. Future studies may include other dimensions of apparel shopping orientations 
such as fashion innovativeness, leadership, and antifashion. The additional apparel shopping 
orientations may suggest significant differences between middle-aged and older consumers, 
as well as urban and rural consumers. 
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Another research study is needed to develop apparel shopping activity scales that 
represent a variety of apparel shopping dimensions. Although older consumers use shopping 
as social, leisure, and physical activities, this study did not include their level of socializing 
when shopping. For future study, the measurement of apparel shopping activities should 
include levels of socializing when shopping. 
Further study should also include older consumers' life satisfaction in terms of 
apparel shopping satisfaction. Previous studies (Ragheb & Griffith, 1982; Russell, 1987) 
noted that older peoples' life satisfaction was more associated with activity satisfaction. 
Although older consumers were actively involved in fashion and apparel shopping activities, 
they often face apparel shopping dissatisfaction due to fitting problems. In our youth-
oriented society, clothing is often designed and manufactured in youth-oriented styles 
regardless of age. Satisfaction of apparel shopping would lead to older consumers' 
psychological comfort and life satisfaction. Future studies may include more specific items 
of apparel and design features in order to investigate apparel shopping satisfaction. 
. Future research could provide variety in data collection methods. This research used 
a mail survey, but the credibility of findings was challenged as is true of most self-
administered quantitative measures. Personal interviews using qualitative research methods 
may be employed for deeper understanding of older consumers' apparel shopping 
orientations and apparel shopping activities. Also, this research was limited to cross-
sectional information. Longitudinal data should be collected to measure intraindividual 
changes of older consumers' life satisfaction with respect to apparel shopping orientation and 
apparel shopping activities. 
Furthermore, this study suggested a nomological model to explain relationships 
among the older female consumer's demographics, activities, apparel shopping orientations, 
apparel shopping activities, and life satisfaction. Future studies may advance the model 
employed a variety of dimensions of apparel shopping orientations and apparel shopping 
activities. 
Finally, although individuals' life satisfaction or psychological well-being in later life 
is an important issue, studies have been limited to activity theory with respect to the 
relationship between life satisfaction and social activities. This study attempted to extend 
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activity theory to apparel shopping and offered some insights into the linkage between older 
consumers' life satisfaction and apparel shopping orientations and apparel shopping 
activities. Previously Hoffman (1970) suggested that clothing was an important source of 
ego support and enhancement of the self-image and a basis for social acceptability. Older 
consumers' clothing would be associated with psychological well-being. Additional research 
may advance older consumers' life satisfaction from apparel shopping and appearance 
management perspectives. 
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IOWA STATE UNIVERSITY ivllege oi Harr.ik am! Consumer Sviencn 
Department of Textiles and Clothing 
io-jj  Li!Baton Hall 
Ami1», lu»] yWII-IIJ;' I N V 
FAX j i ï ^u4"50-
O F  S C I E N C E  A N D  T E C H N O L O G Y  
January 8,2001 
Dear consumer. 
As a doctoral student at Iowa State University, I am conducting research on older 
consumers' apparel shopping behaviors in the State of Iowa. Although a significantly 
growing number of people are aged 55 and older, very little research has been focused on 
this group of consumers. This study is designed to learn more about consumers and 
focuses on female consumers' demographics, life styles, apparel shopping attitudes, and 
appearance management practices. Your information is valuable for the study of 
consumers as well as apparel industries. 
I would like to invite you to complete the enclosed questionnaire which is being mailed 
to consumers in various communities in the State of Iowa. Your name was chosen 
randomly from your county. There is no right or wrong answer. I would like the person 
named on the envelope to complete the questions which will take approximately 30 
minutes to complete. 
This study is voluntary. You are free to discontinue or to skip any question if you so 
choose. All information is kept completely confidential. Only the researcher will have 
access to the name and address of the respondents. Any personal identification numbers 
used will be destroyed by April 1,2001. 
Please return the completed questionnaire within one week or as soon as possible. 
Enclosed is a postage-paid return envelope for your convenience. If you have any 
questions, please call Hyun-Mee Joung, at (515) 294-3264. Please indicate at the end of 
the survey questionnaire if you would like a summary of the findings. 
Your contribution to the research is greatly appreciated. Thank you for your time and 
help. I look forward to receiving your questionnaire. 
Sincerely, 
Hyun-Mee Joung 
Doctoral Student 
hmjoung@iastate.edu 
Nancy J. Miller 
Associate Professor 
njmiller@iastate.edu 
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À reminder 
You have recently received a questionnaire about female 
consumers' shopping behaviors. If you have already returned the 
questionnaire, we thank you very much for participation. If you have 
not completed it, we hope that you will set aside some time to do so. 
Your inputs are the most important to this study on older consumers' 
shopping behaviors and very appreciated. 
If you did not received the questionnaire or have misplaced it, 
please call us at (515) 294-3264 and we will send another one to you. 
Thank you! 
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IOWA STATE UNIVERSITY College uf Family and Consumer Sciences 
O F  S C I E N C E  A N D  T E C H N O L O G Y  Department of Textile* and Limbing 
io-jz LcBaron Hall 
Ames. Iowa 1-1 i *o L i A 
515 
VAX ii-i 244 » 504 
January, 2001 
Dear consumer 
About three weeks ago we mailed a survey on older consumers' shopping behaviors. As 
of today, we have not yet received your completed questionnaire and hope that you will 
participate. (If you have already returned the questionnaire, thank you and disregard this 
message) 
This study is designed to learn more about female consumers' social activities, apparel 
shopping attitudes, and appearance management practices. Since little attention has been 
paid to older consumers' shopping behaviors, your information is very important to 
academic research as well as the apparel industry. 
We are writing to you again because each questionnaire is significant in analyzing and 
interpreting the results of the study. The questionnaire should be completed by the 
person whose name is shown on the envelope. All information is kept completely 
confidential. Only the researcher will access the name and address of the respondents. 
Any personal identification numbers used will be destroyed by April 1,2001. 
In the event that you did not receive the questionnaires or it has been misplaced, a 
replacement is enclosed. It would be greatly appreciated if you would please take some 
time to complete and return the questionnaire. Postage will be paid by us, so please put 
the questionnaire in the envelope provided and mail it back. 
If you have any questions regarding the questionnaire or the study, please feel free to call 
Hyun-Mee Joung at (515) 294-3264. 
Your cooperation is greatly appreciated. 
Sincerely, 
Hyun-Mee Joung 
Doctoral Student 
hmjoung@iastate.edu 
Nancy J. Miller 
Associate Professor 
njmiller@iastate.edu 
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Number code 
Consumer Survey 2001 
This is a survey to find out about older females' social activities, 
apparel shopping behaviors, and appearance management 
practices. By answering these questions you will help provide 
important information for apparel industries and for Textiles and 
Clothing research conducted in the College of Family and 
Consumer Sciences at Iowa State University. 
• This survey is conducted under the guidelines 
established by the Human Subjects Review Board at 
Iowa State University. 
• Your participation is voluntary, and you may decline to 
answer any questions you choose. 
• Neither your name nor your address will ever be 
matched with your answers in any report of the results. 
Iowa State University 
of Science and Technology 
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Section 1: This set of questions asks information about your social activities. 
Directions: Please circle the number that corresponds with the frequency of the following 
social activities you have participated in the most during the last 12 months. 
How frequently have you participated in the following activities? 
Very 
1. Volunteer work 
2. Community meetings 
3. Classes and lectures 
4. Professional events or union meetings 
5. Church events 
6. Seeing friends 
7. Seeing neighbors 
8. Spending time with family (spouse, children, 
or parents ) 
9. Seeing relatives 
10. Reading books or newspapers 
11. Watching TV 
12. Exercising and playing sports 
13. Going to restaurants 
14. Visiting museums and exhibits 
15. Working on hobbies 
16. Attending plays 
17. Watching sports events 
18. Playing cards or other indoor games 
19. Renting video 
20. Going shopping 
21. Going to movies 
22. Traveling 
23. Attending children's Activities 
24. Attending school events 
nfrequentlv Very Frequently 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
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Section 2: Life Satisfaction Index 
Here are some statements regarding life in general. Read each statement on this list and 
if you strongly disagree with it, circle the number, 1. If you strongly agree with a 
statement, circle the number, 5. If you are not sure, circle the number, 3. 
Strongly Disagree Strongly Agree 
1. As I grow older, things seem better 
than I thought they would be. 
2. I have gotten more of the breaks in life than 
most of the people I know. 
3. I am just a happy as when I was young. 
4. Most of things that I do are boring or 
monotonous. 
5. I expect some interesting and pleasant things 
to happen to me in the near future. 
6. I feel old and somewhat tired. 
7. As I look back on my life, I am fairly well 
satisfied. 
8. I would not change my past life event if I 
could. 
9. Compared to other people my age, I make a 
good appearance. 
10.1 have made plans for things I'll be doing 
month or a year from now. 
11. Comparing to other people, I get down in the 
dumps too often. 
12. I've gotten pretty much what I expected out 
of life 
2 
2 
2 
2 
2 
2 
3 
3 
3 
3 
3 
3 
4 
4 
4 
4 
5 
5 
5 
5 
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Section 3: This set of questions is about your apparel shopping behaviors. 
Directions: Please check or circle the appropriate answer on the blank. 
1. What types of stores are you more likely to shop for apparel? 
Department store Specialty TV network 
Discount store Catalog Internet 
2. What types of shopping location are you more likely to shop for apparel? 
Enclosed shopping mall Small shopping store 
Separate store Main street 
3. How much hours do you spend during a typical month on shopping (ether actual. 
buying and/or looking for apparel? 
0 1 2 3 4 5 6 7 8 9  1 0 +  H o u r s  
4. How many times do you shop for apparel during a typical month? 
0  1 2 3 4 5 6 7 8 9  1 0 + T i m e s  
5. How many times do you purchase an apparel item during a typical month? 
0 1  2 3 4 5 6 7 8 9  1 0 + T i m e s  
6. Approximately how much was spend for apparel products and services during the last 
2 months? (including dry cleaning, laundering, alteration, or shoe service) 
$ 50 or Less $150 - $ 199 $350 - $ 599 
$51 -$99 $200 - $ 249 $600 - $ 749 
$ 100 - $ 149 $300 - $ 349 $ 1,000 or more 
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Section 4: This section contains questions about your shopping attitudes and fashion interest. 
Directions: Please circle the number that best matches your feeling about apparel shopping. 
Strongly Disagree Strongly Agree 
1. I don't like to go apparel shopping. 
2. I often go shopping to get ideas even 
though I have no intention of buying. 
3. I go apparel shopping often. 
4. I like to go to stores to see what's new in 
clothing. 
5. I like to shop in many different stores. 
6. I usually have one or more outfits that are 
of the latest style. 
7. When I must choose between the two I 
usually dress for fashion, not for comfort. 
8. An important part of my life and 
activities is dressing smartly. 
9. I often try latest hairdo style when they 
change. 
10. It is important to me that my clothes be 
of the latest style. 
11. A person should try to dress in style. 
12.1 like to shop for clothes. 
13.1 have something to wear for every 
occasion that occurs. 
14.1 carefully coordinate the accessories that 
I wear with each outfit. 
15.1 look over the clothing in my wardrobe 
each season so that I know what I have. 
16.1 pay a lot of attention to pleasing color 
combinations. 
1 
2 
2 
2 
2 
2 
2 
2 
3 
3 
3 
3 
3 
3 
3 
4 
4 
4 
4 
4 
4 
4 
5 
5 
5 
5 
5 
5 
5 
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Section 5: This section of questions is about your source of information for shopping. 
Directions: Please circle the answer that best matches your response. 
How frequently do you use the following sources for gaining information about shopping? 
Very Very 
Infrequently Frequently 
1. Magazines 1 2 3 4 5 
2. Newspapers I 2 3 4 5 
3. Catalogs 1 2 3 4 5 
4. Television 1 2 3 4 5 
5. Radio 1 2 3 4 5 
6. Internet 1 2 3 4 5 
7. Salespersons 1 2 3 4 5 
8. Friends 1 2 3 4 5 
9. Family members I 2 3 4 5 
10. Celebrity experts 1 2 3 4 5 
11. Government reports/approvals I 2 3 4 5 
12. Personal experiences 1 2 3 4 5 
13. Package, label, displays I 2 3 4 5 
14. Store reputations 1 2 3 4 5 
15. Store displays 1 2 3 4 5 
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Section 6: This set of questions is about your community. 
Directions: Please place a check on the blank that best represents your answer. 
1. How would you rate your involvement in community-wide activities? 
Very Uninvolved : : : : Very Involved 
2. How long have you lived in your community? Years 
3. How frequently do you shop for your apparel in your community? 
Not Very Frequently : : : : Very Frequently 
Section 7: This section asks questions about your demographic characteristics. 
Directions: Please check one the appropriate blank or write in a letter description. 
1. What is your sex? Female Male 
2. What is your age? years old 
3. What is your marital status? 
Single, Never married Married Divorced 
Separated Widowed Living together, not married 
4. What is your ethnicity? ( Please, check more than one, if applicable.) 
White or European ethnicity 
Black or African ethnicity 
Hispanic or Latino ethnicity 
Asia ethnicity 
Native American 
Native Hawaiian or Pacific Islander 
Other 
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5. Indicate total household income from all sources before taxes in 1999. 
_ Less than $5,000 $5,000 to $9,999 $ 10,000 to $ 14,999 
_ $ 15,000 to $24,999 $25,000 to $34,999 $35,000 to $49,999 
$50,000 to $74,999 $75,000 to $99,999 $ 100,000 to $ 149,999 
$ 150,000 to $ 199,999 Over $ 100,000 Don't know 
6. What is the highest lever of education you have completed? 
Some grade school 
Some high school 
Completed high school or equivalent 
Some college/vocational or technical school 
Undergraduate college degree 
Some graduate school 
Graduate degree 
7. What is your present or formal occupation? 
Present Former 
8. What is your present occupational status? 
Working full-time, paid 
Working part-time, paid 
Working full-time, unpaid 
Working part-time, unpaid 
Retired 
Unemployed, looking for a job 
Other (Specify ) 
9. If retired, how long have been retired ? Years 
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10. Please indicate your religious affiliation: 
Protestant 
Catholic 
Jewish 
Other. Please Specify 
No religious affiliation 
11. Please rate your current overall health on the following scales. On a scale of 0 to 10, 
where 0 indicates Poor Health, 5 indicates Average Health, and 0 indicates Excellent 
Health. Please circle the number which best represents your health. 
Very Average Excellent 
Poor Health Health 
0  2  3  4 5 6 7 8 9  1 0  
12. How many times in the last six months were you so sick that you were unable to carry 
out your usual activities? 
None Once 
Less than 
5 Times 5 to 10 Times 
More than 
10 Times 
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Your comments are appreciated. Please use this space provided or a 
separate sheet of paper. 
Would you like a summary of the findings sent to you? 
Yes No 
Thank you so much for participating! 
Fold your questionnaire in half vertically and place it in the envelope. 
The return envelope is post paid, so drop it in the mail box within a week 
or 
as soon as possible 
If the envelope is missing or misplaced, please mail to: 
Hyun-Mee Joung 
Department of Textiles and Clothing 
1052 LeBaron Hall 
Ames, IA 50011-1120 
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APPENDIX C: HUMAN SUBJECTS APPROVAL 
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Omet USE ONLY 
Protect IDS O Protect Cueaerv: RB Aepreval Dale: 
Oracle IDi ®B ExBintkxi Date: 
Iowa State University jpg 
Human Subjects Review Form 
(Please type and use the attached instructions for completing (his form) DEC 1 1 2000 
1. Title of Project: The Influence of Social Activities on Older Consumers' Apparel Shopping Behaviors and Appearance 
Management 
2. I agree to provide the proper surveillance of this project to insure thai the rights and welfare of the hum* subjects are 
protected. I will report any adverse reactions to the committee. Additions to or changes in rtJtirch procedures after the 
project has been approved will be submitted to the committee for review. I apee that all key personnel involved in 
conducting human subjects research will receive training in the protection of human subjects. I agree to request renewal 
of approval for any project continuing more then one year. 
Hyun-Mee Joung 12-8-00 . 
Typed name of principal investigator Due Sij 
Textiles and Clothing 1052 LeBaron Hall 
Department Campus Ad*ess 
294-3264 hnyoung@iesate.edu 
Phone number and email 
2a. Principal investigator 
0 Faculty Q Staff Q Postdoctoral H Graduate Student Q Undergraduate Student 
3. Typed name of co-principal investigators) Date Signature of co-principal investigators) 
3 a. Co-Principal investigators) (check all that apply) 
0 Faculty Q Staff Q Postdoctoral • Graduate Student • Undergraduate Student 
3b. Typed name of major professor or supervisor Date Signature of major professor or supervising 
(if not a co-principal investigator) faculty member 
Dr. Nancy J. Miller 12-84)0 ) 
4. Typed names of other key personnel who will directly interact with human subject*. 
5. Project (check all that apply) 
0 Research H Thesis or dissertation Q Class project • Independent Study (490,590. Honors project) 
6. Number of subjects (complete all that apply) 
1,000 # adults, noe-students # ISU students # minors under 14 * other (explain) 
# minon 14-17 
7. Status of project submission through Office of Sponsored Program Administration (check one) 
• Has been submitted • Will be submitted H Will not be submitted 
7a. Funding Source: 
8. Brief description of proposed research involving human subjects: (See instructions, item 8. Use an additional page 
tooo 
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if needed.) (Include one copy of the complete proposal if submitting to a Federal sponsor.) 
The purpose of this study is I) to examine the demographic and self concept differences between consumers 
aged 55 to 64 and those aged over 65,2) to compare and contrast the two different groups of consumers in 
terms of social activities, 3) to examine the influence of social activities on apparel shopping attitudes, 4) to 
examine the influence of social activities on their appearance management practices, and 5) to determine the 
level of shopping involvement and appearance management among late middle-aged and older consumers. 
A self-administered questionnaire will be mailed to 1,000 females over the age of 55 living in randomly 
selected Iowa household. The sample will include 500 females aged over 55 from urban areas and 500 
female aged over 55 from rural areas. The mailing lists will be purchased from a nationally known sampling 
company, EXPERIAN. Selected consumers will receive: I) a cover letter including the purpose and potential 
implications of the study as well as the request for participation in the survey, 2) a questionnaire which 
consists of multiple sections exploring consumers' demographics, self-concepts, social activity involvement, 
shopping invovlement, and appearance management practices, and 3) a stamped return envelop. A pretest 
will be administered to determine clarity and appropriateness of questions and the amount of time needed to 
complete the questionnaires. Following example set forth by Dilltnan (1985), a post card reminder will be 
sent in one week after the initial mailing. Three weeks after the first mailing, a third mailing will be 
conducted to non-respondents. It will include a cover letter, a questionnaire, and a business reply envelop. 
9. Informed Consent: • Signed informed consent will be obtained. (Attach a copy of your form.) 
H Modified informed consent will be obtained. (See instructions, item 9.) 
Confidentiality of Data: Describe below the methods you will use to ensure the confidentiality of data obtained. (See 
instructions, item 10.) 
All information obtained from surveys will be kept completely confidential. No personal identifiers will be used in the 
data collection. The list of names and addresses will be used only to send the questionnare. After the data is collected, 
participants' names and addresses will be distroyed. All questionnaires will be coded by numbers for analytical purpose 
only. 
11. Will subjects in the research be placed at risk or incur discomfort? Describe any risks to the subjects and precautions 
that will be taken to minimize them. (The concept of risk goes beyond physical risk and includes risks to subjects' 
dignity and self-respect as well as psychological or emotional risk. See instructions, item 11.) 
No risk will be invovled during the data collection. Participants may discontinue anytime during answering questions if 
they feel any type of disco mfoc 
12. CHECK ALL of the following that apply to your research: 
D A. Medical clearance necessary before subjects can participate 
• B. Administration atsubstances (foods, drugs, etc.) to subjects 
• C. Physical exercise or conditioning for subjects 
• D. Samples (blood, tissue, etc.) from subjects 
• E. Administration of infectious agents or recombinant DNA 
0 F. Application of external stimuli 
f""l G. Application of noxious or potentially noxious stimuli 
• H. Deception of subjects 
• L Subjects under 14 yean of age and/or 
• Subjects 14-17 years of age 
Q J. Subjects in institutions (nursing homes. 
mental health facilities, prisons, etc.) 
• K. Pregnant women 
• L. Research must be approved by another 
institution or agency (attach tenets of ippraval) 
lOrtXJ 
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If you checked any of the items in 12, please complete the following in the ipace below (include any attachments): 
I terns A-G Describe the procedures and note the proposed safety precautions. 
Items D-E The principal investigator should send a copy of this form to Environmental Health and Safety, 118 Agronomy 
Lab for review. 
Item H Describe how subjects will be deceived; justify the deception; indicate the debriefing procedure, including the 
timing and information to be presented to subjects. 
Item I For subjects under the age of 14, indicate how informed consent will be obtained from parents or legally 
authorized representatives as well as from subjects. 
Items J-K Explain what actions would be taken to insure minimal risk. 
Item L Specify the agency or institution thai must approve the project, [f subjects in any outside agency or institution 
are involved, approval must be obtained prior to beginning the research, and the letter of approval ihould be 
filed. 
10,00 
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V OFFICE USB ONLY 
EXPEDfTEP^ C FULL COMMITTEE IPiQKJHO 
PI Nam: Hyun-Mee Joung Title of Project: The Influence of Social Activities on Older Consumers' Apparel Shopping 
Altitudes end Appearance Mwagement 
Checklist for Attacfcmeata 
The following are attached (pksse chock): 
13. 8 Letter or written «element to subjects rotating clearly: 
a) the purpoee of the research 
b) the use of any identifier codes (nemes, Ws), how they will be used, end when they will be removed (see item 18) 
c) « estimate oftime needed fir participation in the research 
<0 ifepplicoMe, the location oftheteseerdi activity 
e) bow you will ensure confidentiality 
0 in a longitudinal study, when end how you will contact subjects later 
g) that pemcipetion is voluntary; nonpericip*** will not alba evaluations of the subject 
14. • Acopy of the consent form (if eppticeble) 
15. • Letter of approval for lescarch from cooperating organizations or institutions (if applicable) 
16. H Data-gathering instruments 
17. Anticipated dales for contact wilh subjects: 
First contact Last contact 
12-20-00 3-20-00 
Momh/Dey/Yeer Momh/Day/Yeer 
18. If applicable: anticipated date that identifiers will be removed from completed survey instruments and/or 
audio or visual tapes will be erased: 
3-20-00 
Month/Day/Year 
19. Signnre of Departmental Executiv«jOfBcer Date. Department or Administrative Unit 
\K. Textiles end Clothing 
20. Initial action bythe lnstitution^%)iew Boerd (IRB): 
• Project approved X. • Pending Further Review • Project not approved 
Date Date Dale 
• No action required 
Date 
21. Follow-up action by the IRB: 
Project approved Project not approved Project not resubmitted. 
Patricia M. Keith 
Date Date Date 
(Z-JJ-OO 
Name of IRB Chairperson Date Signature of IRB Chairperson 
10/00 
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